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Dogs That Climb Trees by 

Henry Hoke ($1.00) . . . 
could be called a text book 
for beginners (of any age) in 
the use of the mails. But it's 
more like a personal adventure 
story . . . sometimes floun- 
dering adventure in business 
. « « Showing how one mon 
undertook the job of learning 
through trial and error the 
fundamentals of direct mail. 


How To Get The Right 

Start In Direct Advertising 
by Harrie Bell ($1.50) . . . is 
the best outline for training un- 
trained beginners in direct mail 
lore. It contains all the material 
used by Haorrie Bell, Phil- 
adelphia printing executive, 
during the years he taught 
classes at the Price School of 
The Poor Richard Club in 
Philadelphia. 


ADVERTISEMENT 


How Te Think About 

Direct Mail $(1.00) . . . 
is a boiled-down digest of the 
famous 350,000-word, 24-sec- 
tion training program which 
originally sold for $115.00. In 
five easy-to-read sections, gives 
basic essentials for the success- 
ful use of direct mail. Used by 
number of colleges. Many busi- 
ness executives have used as 
@ guide for training assistants. 


ORDER 
ONE 
OR 

MORE!! 


How To Think About 

letters by Howard Dana 
Shaw ($1.00) . . . is a reprint 
of 13 thought-provoking articles. 
Uniike most textbooks on the 
subject . . . it is easy to read 
and entertaining as well. One 
of its most important chapters 
deals exclusively with the con 
troversial subject ‘The Dangers 
of Testing”. 


How To Think About 

Readership ($1.00) 
explodes the 2% return myth 
with 125 case histories proving: 
a) that returns depend upon 
purpose and proposition; b) 
that advertising value of your 
promotion is just as important 
as “returns”. 


OR ORDER 
THE 
COMPLETE 
SET 
FOR ONLY 
$12.50 


How Direct Mail Solves 

Management Problems 
($1.00) . . . is supplementary 
to the “Readership” study 
Premise is: direct mail isn’t 
worth considering unless it 
actually solves a = specific 
management, promotion, pub- 
licity or sales problem. Study 
gives formulas showing how 
to analyze and develop plans 
Case histories of successful 
solutions. Business analysis 
chart alone is worth more than 
booklets price. 


Hew Te Think Abovt 
Production & Mailing by 
Henry Hoke ($1.00) . . . con- 
tains an outline for training 
production and mailing super- 
ors . . . and for determining 
physical layout of produc- 
ing and dispatching units. It 
gives newcomers and oldtimers 
alike an orderly method of 
thinking obovt the most 
compicated phoses of direct 
moil. 


1 How To Think About 

industrial Direct Mail 
($3.00) . . . is the most am 
bitious of ail Reporter feature 
studies—took months of survey 
ing theories, opinions and case 
histories of hundreds of prac 
tioners in industrial advertising. 
Final analysis groups problems 
ond onswers into six under 
standable divisions. Available 
in 112-page booklet. 


How To Think About 

Showmanship in Direct 
Mail ($1.00) . . . shows that 
showmanship is the one ele 
ment most needed in direct 
mail—but so misunderstood 
What are the basic funda 
mentals? How can you analyze 
formats? What are six basic 
types of showmonship? Final 
wind-up gives description of 
the famous Yoon Yun campaign 
of Union Bag & Paper Co 
which contained every element 
of successful showmanship 


How To Think About 
Mail Order ($1.00) . . 
points out that “Mail Order” 
is just one kind of type of 
direct mail—but many of its 
principles can be applied to 
other types. Study succeeds in 
debunking a confusing subject. 
Gives opinions of a score of 
competent experts in the field 
. attempting to define: “The 
real secret of mail order suc- 


PLEASE SEND ITEMS CHECKED: 


COMPLETE HENRY HOKE LIBRARY . . . $12.50 


BOOKLETS AS CHECKED: 


. Dogs Thet Climb 
Get The Right Start 

. About Direct Mail 

. About Letters 

. About Readership 


Compony 


Selves Management 


Problems 
About Showmanship 
. About Mail Order 
. About Production & 
Mailing 
. About Indusrtial 
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multi-billion 


The mail-box marketplace provides the largest and 
most selective consumer ‘‘circulation’’ you can find, 
if you draw your prospects from lists developed and 
maintained by The Reuben H. Donnelley Corporation. 
For the Donnelley Consumer Family Lists, most com- 
plete and accurate national coverage ever compiled, 
include virtually every consumer family in the country. 


From these lists you and your dealers can select as 
many prospects as you want; decide where you want 
them and when you want them; and count on Donnelley 
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FAIS SAIS 


doll 
OliaY Marketplace! » 
nd for prompt, efficient mailings—even including the 
id, planning and the preparation of them. 
nd This way, you have full assurance that you're putting qj * 
mi the right direct-mail messages into the right mail boxes ; 
- at the right time—and at the right cost. You know you j | 
ad, have all the ingredients that make for success in the . tt © 
wes multi-billion dollar marketplace. 
oe We will welcome an opportunity to go over your direct 
ant mail plans with you at any time. 
ley DIRECT MAIL PROGRAMS 
DIRECT MAIL DIVISION MAILING SERVICES 
THE REUBEN H. DONNELLEY CORPORATION CONTEST JUDGING 
CHICAGO: 350 E. 22nd St. PREMIUM MAILINGS 


NEW YORK: 305 E. 45th St. 
LOS ANGELES: 727 Venice Blvd. 
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when it must 


make an 


4 impression 


it should 
be on 


| Atlantic Bond! 


If the job calls for quality, it’s good business to “run” with 
ATLANTIC BOND! Here's why: 


ATLANTIC BOND is the genuinely watermarked, # 1 Sulphite 
Bond...first in its field in sales...first in performance! Better formed, 
better looking impressions “take” better 

on ATLANTIC BOND...look sharper, clearer. 


All this is possible because 

ATLANTIC BOND is made first for 
“runability”— which means smoother 
running always. And ATLANTIC BOND 
features moisture controlled dimensional 
stability and micromatically 

accurate trimming. 


Next time—and every time you 
have an “important” job, run 
it on ATLANTIC BOND! 


EASTERN 


Reproduction Plant, 
Sylvania Electric Products Inc. 


ATLANTIC BOND 
ATLANTIC DUPLICATOR 
ATLANTIC MIMEO 
ATLANTIC OFFSET 
MANIFEST BOND 


Preducts of Eastern Corporation + Mills in Bangor and Lincoin, Maine 
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Atlantic Papers 


THE REPORTER OF 


Direct Mail 


advertising 


224 Seventh Street, Garden City, N. Y. Ploneer 6-1837 
A MAGAZINE DEVOTED EXCLUSIVELY TO CONTACT BY MAIL 


Volume 18 Number 9 January, 1956 
D E P A T M N T William Gegenbach 


COVER STORY 


SHORT NOTES . Salute To A Financial 

DIRECT MAIL DIRECTORY eile Sage i 52 _ Direct Mail Leader 

MY MAIL ORDER DAY—by Jared Abbeon 54 John T. McKenzie deserves a cover 


A Monthly Copy Clinic — 


ing recognition for direct mail and 
a better understanding of all adver 
tising in a most difheult field 


outstanding job he has done in gain 
FEATURES 


You are about to read the most unusual story ever told about an advertising 


medium. It reveals for the first time the collective CONSCIENCE of | among stockbrokers, dealers and in 
direct mail exponents vestment bankers. The story of his 
WHAT WE HOPE WILL HAPPEN FOR DIRECT MAIL IN 1956: ee 
(A Special Roundup Feature Edited By Henry Hoke With The Help Of A It was only ten years ago that ae 
Couple Hundred Experts) John bee AME Assen lated with Stan 
Introduction . 14 dard & Poor's Corporation, of which 
List of Contributors 15 Paul Babson of Boston is chairman 
Twelve Phases of Activity: of the board. To make the story 
Phase No. 1 16 clearer, Standard & Poor's publishes 
Phase No. 2 17 26 different services for brokers, sec :. 
Phase No. 3 19 urity dealers and investors. John 
Phase No. 4 20 McKenzie was one of the first men 
Phase No. 5 22 in the country to become worried 4 
Phase No. 6 25 about “tombstone advertising” in the bok 
Phase No. 7 35 financial field; about the deplorable 
Ph N 4 6 lack of good salesmen in investment 
Phase 9 advertising. 
Phase No. 10 41 In 1948... John inaugurated an 
Phase No. 11 unusual (for then), eight-page, 
Phase No. 12... P ‘ 45 colorful, bulletintype house maga 
is prepared eight times a year and je 
is distributed to 2.500 top brokers, Ott 
Henry Hoke, Editor Henry Hoke, Jr., Publisher dealers and investment 
M. L. Strutzenberg Joseph K. Ross issue combines information about 2 
Business Manager Midwest Advertising Manager business conditions, lips on how to f - 
Dudley Lufkin F. Stern H. L. Mitchell improve local advertising, promotion "i 
Field Editor Circulation Western Advertising Manager for S&P's activities and a continuous 
advertising award contest. Kach is 


sue reproduces, with comment by the 


The Reporter of Direct Mail Advertising is published monthly by The Reporter of Direct editors. four or five examples of out 


Mail Advertising Inc., at Garden City, New York. Re-entered as second class matter 
at Post Office at Gorden City, New York, under the act of March 3, 1897. Copyright standing promotional activities car 
1955 by The Reporter of Direct Mail Advertising Inc ried on by investment houses 
SUBSCRIPTION RATES: United States, Possessions and Canada; $6. one year, $10. 
two years, $15. three years. Fifty cents per copy. All other countries: $7. one year, 
$12. two years, $18, three years. 

Midwest Sales Office: J. K. Ross, 670 N. Michigan Ave., Chicago 11, Ill. Tel: Mohawk Annually, the 
4.4776. Western Sales Office: H. L. Mitchell & Associates, 3087 Saturn Ave., Huntington 
Park, Calif. Tel: Ludlow 5.4668 
The Reporter is independently owned and operated. In addition to thousands of certificates are evaluated by & group 
regular subscribers, all Member of the Direct Mail Advertising Association receive The of judges and the entry adjudged 
Reporter as part of the Association service. $4.00 of annual dues pays for a subscription. 

Please address all mail to: The Reporter of Direct Mail Advertising, 224 Seventh 

Street, Garden City, New York. | JANUARY, 1956 7 


throughout the country . . . giving 
them a merit award. 


promotions of 40 
odd winners of these merit award 
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to stop and take stock of ourselves and find 

out why we have been blowing our horn 

for “Personalized” envelopes this past year. We 
feel that this is really something worth while and 
would like to share it with you. To make your 
envelope more distinctive may we suggest striping 
as the answer. This is what “Personalizing” 
really is—it is the smart use of color to enhance 
the appearance of your envelope. As an “attention 
getter” it can’t be beat. To get the most out of 
your mailing use Cupples “Personalized” envelopes. 
The added “‘eye-appeal” to your mailing will add 
profit through increased mailing returns. 


upples 


envelope co., ine. 


360 Furman Street + Brooklyn 1, New York 
TR 5-6285, 6, 7, 8,9 


SALES OFFICES: PHILADELPHIA BOSTON WASHINGTON 


best is awarded the investment in- 
dustry’s Oscar . . . the Standard & 
Poor's National Victory Trophy. 
which is in the form of a statuette. 

No formal entries are required for 
the eight-times-a-year merit awards 
. continuing panel selects the 
best from the mail which reaches 
S&P’s office from all over the land. 
But as each issue comes out .. . the 
financial people can see what others 
are doing. 

Once started, Advertising in Ac- 
tion began to effect a metamorphosis 
in financial advertising. Was tomb- 
stone advertising necessary or profit- 
able? A few agencymen got inter- 
ested . . . such as John Madden, 
president of Edwin Bird Wilson Ad- 
vertising Agency, New York. More 
direct mail appeared in the merit 
awards. It was good. (This reporter 
had the privilege of serving on the 
Board of Judges several years.) 

John’s real scoop or inspiration 
was in dreaming up a national con- 
ference as a climax to a year’s pro- 
gram of “Advertising in Action.” 
Brokers and investment people from 
over the country came to the Wal- 
dorf for a one-day program, jammed 
from morning to evening with top- 
notch speakers and panelists. (We 
reported on the fourth such confer- 
ence in the December, 1955. 
Reporter. Advertising in Action and 
the annual conference have done 
much to raise the sights of financial 
advertising. And direct mail, as a 
medium, has received more than a 
fair share of serious attention. 

John McKenzie, as director of ad- 
vertising, has been personally res- 
ponsible for this remarkable develop- 
ment. Of course, he was sympathet- 
ically encouraged and strongly 
backed by mailwise Paul Babson and 
S&P’s president, Charles A. Schmutz. 
It's our opinion that “Advertising in 
Action” will be a vital force in fin- 
ancial advertising circles for many 
years to come. 


As usual, with cover salutes . . 
we want our readers to know the in- 
dividual better. So here is a quick 
biographical rundown: 

John T. MeKenzie was born in 
Troy, New York, on July 21, 1898. 
He attended schools of Pittsburgh 
and New York, including New York 
University School of Commerce. 
Majored in advertising and market- 
ing. He was employed at The Erick- 
son Company, New York advertising 
agency (now McCann-Erickson, Inc.) 
during World War 1. Was out to 
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lunch one day when the 9th Regi- 
ment National Guard Band came 
marching down Fifth Avenue. Fol- 
lowed the band right down to the 
Armory and enlisted. Served for 
eighteen months. 

John has been actively engaged in 
various phases of advertising for 34 
years, including assignments as as- 
sistant sales promotion manager for 
Colgate & Company, Jersey City, 
N. J. Then 
manager for A.G.P.. the gasfired 
equipment division of American 
Radiator Standard Sanitary Com- 
pany. Now is director of advertis- 
ing for Standard & Poor's Corpora- 
tion, the largest investment advisory 
and statistical organization in the 
world. He is celebrating his tenth 
year with the company on January 
14, 1956. 

John is a member of the New 
York Financial Advertisers Assn.. 
the N. Y. Hundred Million Club, and 
very active in the Direct Mail Ad- 
vertising Assn. During the summer, 
he spends his weekends commuting 
to Cape Cod to his summer cottage 
at Nauset Heights, overlooking 
Nauset Beach (where they catch the 
35-pound) “stripers”). His wife. 
Christine, has the “green thumb” in 
the family. At Cape Cod, she fights 
the elements and produces some 
pretty fair roses, including one 
“Aloha” that she’s especially proud 
of. 

When you meet him at the next 
convention, or at any of the many 
meetings he attends, join us in giv- 
ing him a pat on the back for a job 
well done. 


sales promotion 


DIRECT MAIL 
HITS ALL TIME HIGH 


1955 was a record year for direct 
mail. Dollar volume for the first ten 
months of the year soared to $1,155,- 
557,189 . . . a 642% increase over 
the $1,086,029,350 spent on direct 
mail during the same period in 1954. 

Reflecting the growth in direct mail 
dollar volume was the 1955 gain 
in membership of the Direct Mail Ad- 
vertising Association. In 1955 DM- 
AA’s membership reached an all-time 
high of 2,600 members .. . a 20% 
increase in membership over 1954. 
Educational, promotional and other 
phases of DMAA also established 
good records during the year. 1955 
was a good vear for direct mail .. . 
look for an even better one in 1956. 
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reply-o-letter 


“The Penn Mutual has been 


using Reply-O-Letters for 


D. BOBB SLATTERY 


Vice President 
THE PENN MUTUAL 
LIFE INSURANCE CO. 


“We have mailed literally millions of 
Reply-O-Letters because our 2,000 
salesmen believe in them. The Reply-O 
people have studied the life insurance 
business and assist us with copy and 
merchandising ideas. We now require 
our new salesmen to use Reply-O- 
Letters regularly in their first year 
practically all of them continue to use 
it thereafter because of the plus busi- 
ness it means to them.” 


the 


write for 
FREE BOOKLET 


We invite tests of 5,000 
to 10,000 Reply-O-Letters 
from mail users who, 
when satisfied with the 
results, can then mail in 
larger quantities, 


The booklet, “ir was AN- 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails. 
Send for your free copy 
today. 


THE REPLY-O PRODUCTS CO. 

7 Central Park West 
New York 23, N. Y. 
Sales Offices Boston * Chicago 
Cleveland * Detroit * Toronto 
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when the job is LARGE | 


call LEMARGE! 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lomaerge . . . the finest mechanically 
equipped mailing service in the 
Middle West producing all types of 
jobs at low cost. 


Lomarge . . . a battery of modern auto- 
matic inserting machines turning out 
over half a million pieces a day. 


Lomarge . . . specializing in speedy 

premium handling and mailing and 

low cost typewriter addressing. 
Write or phone 


for details! 


«4175. 
Chicago 7, !Ilinois 
Phone HArrison 7-1030 


| THIS FIRST ISSUE of the new year 
varies from the usual roundup of news, 
Instead of first-of- 
we asked leaders 
us their most 


and articles 
the-year predictions, 
in direct mail to give 
hoped-for developments or projects... . 
to make direct mail better. We've boiled 
down all the opinions into twelve 
major desires. Think you will all profit 
by reading all of it from the start on 
page 14 to the end on page 51. 


ideas 


eee 
| FAST WORK: Under Section I of the 
feature report in this issue (too late to 
change now) we mentioned the four 
girls in Hollywood, Calif., offering on 
gaudy form letters to pose “in any 
position” for selected clients. Before 
we could get The Reporter issued .. . 
the Post Office inspectors were on the 
job, and the girls were permanently 
closed up on Nov. 29, 1955. All mail to 
them will be returned stamped “UN- 
LAWFUL". Why don't intending postal 
law violators realize that the Inspec- 
tion Service has dummy names on 
every suspicious list in the country, 
and scouts to furnish specimens of first 
shady mailings (just as we have). No 
one can get away with crime in the 

mails for very long. 


— 

eee 
| THE NEW “COMBINATION MAIL- 
INGS” regulation has upset quite a lot 
Many of these 
afraid the new regula- 
tion would disrupt operating proced- 
We urgently recom- 
mend that you write to Bill Hender- 
son of the Parcel Post Assn., 925 Fif- 
teenth St.. N. W. Washington 5, D. C. 
asking him to send you his bulletin of 
November 28, 1955, titled “About Com- 
bination Mailings.” Bill, after receiv- 
ing many complaints, visited the Post 
Office Department and asked a series 
of pertinent questions. In his bulletin, 
he gives the verbatim replies, which 


of parcel post mailers. 
mailers were 


ures of past years 


We welcome your direct mail ideas and news items for this department. Send all material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 


will help a lot in straightening out the 
situation. Remember, this new regula- 
tion is on a 60-day trial basis. We hope 
it works. If you like it, be sure to 
write to postal officials in Washington 
and give them a pat on the back. 


17) 


[) 1 YOU WONDER what happens to 
press releases, write to Bill Johnston at 
The Public Relations Board, 75 E. 
Wacker Drive, Chicago 1, Ill., and ask 
him to send you a copy of PRB News- 
letter for December 1955 (Vol. 2, No. 
3). See report of survey made among 
editors of newspapers and magazines. 
Slightly startling. Average metropoli- 
tan newspaper editors receive approxi- 
mately 250 press releases a day and 
use as little as 5% or as much as 20%. 
Financial editors use only about 5% 
of the 115 releases which show up per 
day. Associated Press uses approxi- 
mately only 1%, etc., etc. This reporter 
has been yammering about poorly 
handled press releases (direct mail) 
for years. This latest survey shows 
that something ought to be done to 
improve technique. 


17) 


[) CONGRATULATIONS AGAIN TO 
GIB MACKIE, editor of Provincials 
Paper, house magazine of Provincial 
Paper Limited, 388 University Ave., 
Toronto 2, Canada. Once a year, Gib 
devotes an entire issue to direct mail. 
They are always good, but Vol. 20, No. 
5, dated September-October 1955, is the 
best yet. Featured prominently is the 
story of DMAA Canadian Vice Presi- 
dent Douglas Mahoney of Frank W. 
Horner Ltd., Montreal, reprinted from 
the March, 1955, Reporter. Also prom- 
inently displayed is a tribute to “The 
Greatest Selling Tool . . . Direct Mail,” 
written by D. Stuart Webb shortly be- 
fore his death. Pictured and described 
in this issue are the 1955 Canadian 
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CLEAN AS THE NEW HAMMERMILL BOND. I: isn’t often that you will see 
a speck of dirt in Hammermill paper nowadays. Every bit of pulp that goes into 
any Hammermill paper gets a final cleaning through centrifugal equipment that 
whirls any impurities out of the pulp—equipment that Hammermill spent a half 


million dollars to invent, develop and install. This ~yet 
extra step makes Hammermill Bond cleaner than 
ever. Another reason why it prints better, types better, BOND costs ne more 
looks better. Hammermuill Paper Company, Erie, Pa. and sctwalty teas than many other watermarked papers 
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Delicious Rome Beauty 
with KRAMMERMILL OFFSET 


you can print the difference 


When you print a red apple on Hammermill Offset 
it isn’t just a red apple. It's a Rome Beauty, or a 
Delicious, or a York Imperial, or a Stayman. You 
can reproduce subtle differences in color faithfully, 


with striking realism, on new Hammermill Offset. 
It's brighter, blue-whiter. And it's cleaner than 
ever — the result of centrifugal cleaning equipment 
that took Hammermill a half million dollars to in- 
vent, develop and install. 

Lithographed on Hammermi/| Offset, Substance 80, Wove finish 

Manufactured by 
HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 
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CONTINUED 


OREN 


(From Page 10) 


direct mail leaders contest winners 
Perhaps Gib has a few extra copies to 


spare for inquiring friends in the USA. 


eee 


[) DON'T SIGN ANY FORMS which ap- 
pear to be innocently asking your ap- 
proval for a free listing in an inter- 
national trade directory. One of our 
subscribers recently got caught by an 
outfit in Tangier, Eight 
months after signing the innocent per- 


Morocco. 
mission form, our correspondent re- 


ceived a bill for “advertising.” Seems 
like the phony directory promoters are 


growing to international proportions. 


[) HOWARD DANA SHAW, who wrote 
The Reporter booklet How to Think 
About Letters, has tackled a new as- 
signment. lancing on 
letterwriting, Howard is now director of 
public relations for the American So- 
ciety of Chartered Life Underwriters, 
3924 Walnut St. Philadelphia 4, Pa. 
Howard sent us his first public relations 
effort. A well-written booklet titled 
“CL.U. Annual Review,” which was 
prepared for editors, life insurance men 
and students, so that they could get a 
better understanding of the insurance 
industry. If you would like to see a 
copy, write to Howard. 


Instead of free 


eee 


[) RALPH CURTIS is really going to 
town out there at Keller-Crescent 
Company in Evansville, Indiana. Ralph, 
as previously reported, tackled the job 
of organizing a new division devoted 
entirely to promoting syndicated print- 

material. His latest venture looks 
sure fire. It is a 24-page, 6” x 9” book- 
let titled A Treasury of Bible Flowers 

. How and When to Plant Them. It 
sells for $1 a copy but, of course, is 
much less when purchased in bulk by 
nurseries, cemeteries, garden clubs, 
etc. It pictures and describes many of 
the flowers mentioned in the Bible 
Should become very popular. Was 
written for K-C by Bible scholar and 
botanist, J. L. Cooprider, and is the 
result of 37 years of research. If you 
want additional information from 
Ralph, the address of K-C is 28 S. E. 


Riverside Drive. 
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| VULGARITY IS IRRITATING. A west- 
coast scout for The Reporter sent us a 
three-wing self-mailer produced by a 
lithographing house. Most of the sell- 
ing copy and the illustrations were ex- 
cellent, but the designer, in order to 
be cute and attract attention, used on 
his attention-getting outer fold, photo- 
tographs of Italian statuary. He at- 
tempted to tie them in with the selling 
copy which revolved around an idea, 
“2 are better than one!” The _ re- 
sulting impression left a bad taste 
in the minds of recipients. We can't 
describe it any more accurately or we 
would be criticized for being vulgar, 
too. 
eee 
THE CANADIAN POST OFFICE has 
banned midget-size mail. Envelopes or 
will no longer be Small 
pieces are too difficult to handle in the 
and slow up de- 


mailing pieces smaller than 4” x 
accepted 


cancelling machines 
livery. 


eee 


SPECIAL DAYS, WEEKS & MONTHS, 
the annual booklet listing 
promotion events (formerly published 
by the Dept. of Commerce) is now be- 
ing put out by the National Chamber 
of Commerce. The Chamber's first is- 
sue—the 1956 edition—has 48 pages list- 
ing more than 300 promotion events, 
legal holidays, religious observances, 
etc. It gives both chronological and 
alphabetical listings describing 
each event and its sponsor. As a com- 
panion piece, the Chamber is also of- 
fering a “Trade Promotion Planning 
Calendar” . an 8%” x 11”, 26-page 
spiral-bound book of large calendar 
blocks. Excellent for planning cam- 
paigns, promotions, etc. You can get 
the booklet and calendar for 50¢ per 
copy. Write to Domestic Distribution 
Dept., Chamber of Commerce of the 
U. S., 1615 H St., N.W., Washington 6, 
dD. C 


business 
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“THE MAGIC PHONOGRAPH" 
a new retail item that might be adaptec 
for an unusual and impressive direct 
mail format. It’s a cardboard phono- 
graph (complete with needle and rec- 
ord) . .. folds down into an easy to 
mail 9” x 14%” sleeve. You turn the 
record manually on a plastic disc to 
make it work. “The Magic Phonograph” 
is manufactured by Barker Book & 
Toy Barker Bldg. Cincinnati 1, 


(Continued on Page 56) 


New Booklet tells:.. 


ow to 
ncrease 


LETTER 
PULLING POWER 


write for your 
personal copy 


The effect of a personally 
typed letter cannot be de- 
nied. A typewritten appeal 
of the right sort, on any 
worthy product or service, 
means success. The only 
question is, how can the cost 
be held down within the 
range of the item you are 
promoting? Auto-typist 
provides the answer. 


How to use individualized 
Auto-typist letters is thor 
oughly discussed the 
booklet. Proven techniques 
of letter writing, follow-up 
and general correspondence 
are covered, also. Fill out 
the coupon to receive your 
copy. 


World's Largest Manufacturer of 


Pneumatic Typing Equipment 


AMERICAN AUTOMATIC 

TYPEWRITER COMPANY 

Dept. 2! 

2323 North Pulaski Road, Chicago 99, Ii. 
Gentiemen 

Piease send me a copy of ‘Quantity with Qual- 
ity through Auto typist Personalized Letters.’ 


Nome 


Company & Title 


Address 
City lone Stote 
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WHAT 


WE HOPE 


WILL HAPPEN |/FOR 


OST TRADE MAGAZINES take a 

lot of space in the first issue 

of each new year to give 
predictions of leaders in the field. 
The leaders usually don’t know what 
to predict so their forced remarks 
are usually composed of glittering 
generalities which are of dubious 
value. 

This year we wanted to do some- 
thing different . . . more helpful . . . 
a reverse twist. Instead of predic- 
tions of what will happen .. . we 
wanted to find out what the leaders 
hoped would happen, or what should 
happen in direct mail circles during 
1956. 

Personal letters were sent to a 
cross section of 250 names on The 


Reporter and DMAA lists. Recip- 


ients were told about the project and 
were asked to do some serious think- 
ing about what they would do if 
they had the power to clean up the 
sore spots, or on what phases they 
would work to make direct mail more 
respected, 


more. effective, more 


DIRECT MAIL 


A Roundup Feature Edited By Henry Hoke 
With The Help Of A Couple Hundred Experts 


powerful. We asked for pet peeves 
what gripes or practices were 
hurting direct mail the worst. We 
asked for opinions on mass motiva- 
tion surveys, readership studies, test- 
ing, or whatever else anyone had in 
mind. In addition to the letters, we 
made many telephone calls and talked 
to others personally. 
The response was overwhelming 
and it has been a difficult job 
reading all the studious answers; sort- 
ing them: classifying all the ideas 
into logical divisions. Some of the 
long answers were so remarkably 
frank . . . they would make complete 
feature stories all by themselves. It 
was a shame to cut them down to 
brief quotations. Others were so 
brutally frank . . . the authors asked 
that they not be quoted. Some an- 
swers have been held out for more 
elaboration in future issues. That's 
enough material for the balance of 
1956. 
A few friends were skeptical of the 
project... afraid it was dangerous 


IN 1956... 


to wash dirty linen in public. But 
The Reporter is not a public plat- 
form. We are a rather close-knit 
group of semi-professionals who 
ought to be brave enough to discuss 
our faults, our sore spots and our 
hopes for betterment. 

So the job is done and here 
it is. This reporter is completely 
steamed-up about it. It’s the best 
material we have ever presented in 
The Reporter .. . and it should be- 
come a guide for all future thinking 
about direct mail. 

After days of classifying, and 
shifting around paragraphs . . . all 
the ideas sent to us fell into twelve 
logical classifications. In other words, 
the average direct mail exponent is 
hoping for betterment in twelve 
broad phases of activity. There may 
be others but they could be included 
in one or more of the twelve. We 
will get rid of some of the minor 
projects first . and then get into 


the real meat .. . much of which is 
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controversial. We'll make our editor- 
ial introduction to each section as 
brief as possible and then give 
as many quotes from as many lead- 
ers as we can find space. 


In order to conserve space in the 
text each section will give the 
last name only of the person quoted, 
arranged in alphabetical order. But 
here is a complete alphabetical list- 


ing of all those quoted . . . with 
company affiliation, address, identifi- 
cation, ete. Get in touch with the in- 
dividuals if you want to comment or 
argue: 


ANDERSEN, A. M.: Exe V-P.. The 
Donnelley Core 350 E. 22nd St., Chicago 16, | 


DMAA boerd member. (Page 25) 

ANDERSON, C. Che on Busin English 
Univ. of 101 i Kinley Hall, Urbana, 
Sec.-Editor, Amer r Writing Assn. (Pages 


17, 19, 22, 25, %, 41) 


BLOSSOM, Daisy: Adv.. Ter 
19th & Campbell St 


on Envelope Corp 
Kansa City 8, Mo 


(Page 45) 

BOYER, A. W.: Adv. & Sales Prom. Mgr., Outing 
Prod. Div., The Coleman C In Wichita |, 
Kean. (Pages 19, 34, 45) 

BRAUN, M. Pres. Metropolitan Finance Corp 
Westport Stat. Kansas City 2, M Pres., Assn 
f t Class Mailers. (Page 26) 

BRETTNER, Larry: Cir. Pr Mar American 

Aviation Pub., 1025 Ve nt Ave NW... Wash 
ngton 5, D. C. (Pages 20, 22, 26, 35) 

BRINGE. Paul J.: Sale Mar Milwaukee Dust 
ess Brush > 530 N. 22nd St Milwaukee 3 


Wis DMIAA board ember 
M. P.: Pres The 


(Pages 16, 45) 


‘ ess Corp., 405 
DMAA board mer 


BRYANT, George ® Pre ze «(OR Bryant 
E. Wacker Drive, Chicag Chea 
at Counc Ma Broke 
(Pages 19, 20, 22) 
BUCHANAN, Albert W Cir The Crowe 
ollier Pub. Ce 640 Sth Ave New York |'9 
" Y. Pres N. Y Hundred M n Clut 
(Page 22) 
BUCKLEY, Earle A: Pre The Buckley Org 
Philadelphia Nationa! Bank Philadelphia 
Pa. (Pages 23, 3%, 45) 


BURKE, John 1 Sales Ma Business Statistic 
Organization, inc Babson Park 57 
Mass. (Pages 23, 26) 


CARLBERG, MM, Glory Pa Adv & Sale 


Moar lerbach Paper Battery 
St Sen Frar 2%, Calif DMAA board 
membe (Page. 4) 

CHAIT, Lawrence G: VP. Eastern Div.. R. 
Polk & Co. 244 Mad Ave New York 16 
N.Y. (Page 26) 

CLAPP, Roger J.; Adv. Mar n Bros. & Ce 
Fitchburg, Mass. (Pages 19, 2) 

CLAWSON, W. T.: Marketing DO Miller Print 
ing Machinery Ce 0 Reedsdale 
Pittsburgh 33, Pa. (Pages 16, 17, 26, 36, 39) 
COLEMAN, VP. J. P Calkins & 
Holden. inc 2233 Grand Ave Kanse City 8 
uM (Page 27) 

DEMBNER, Arthur Mar., News 
week, Broadway & 42nd § New York 3%, N. Y 
Program chairman, N. Y. Hundred Million Clut 


(Page 28) 


LIST OF PERSONS QUOTED 


DOPPLER, William A.: D. M. Counselor, E. 
ad n Ave Madison, N. J (Pages 23, ) 
DUGDALE, George: Pres.. The Drumcliff Co., 


Hillen Rd. & Centre Ave Towson 4, Md 
(Pages 23, 36) 
ENLOW, Robert A Dir Membership-Circ 


Dept.. American Medical Assn., 535 N. Dear 
born St., Chicago 10, Ill. (Pages 17, 23) 
GARDNER, Ruth T.: Adv. Mgr., Harry P. Leu, 
Inc 100 W. Livingston Ave., Orlando, Fila 
(Pages |7, 23, 28, 39, 46) 


SREENLAW, Peggy: Prom. Charles W 
ves Co., 427 Willard Ave., Michigan City 

ind (Page 19) 

GRUENINGER, Walter Cir Dir., Dun's 


Review, Dun 
Yore 8. N. Y 


& Bradstreet, 99 Church St New 
(Pages 28, 42) 


GUY, Douglas 8.: Partner, Guy-Lee Adv. 695 
E| Camino Real, Palo Alto, Calif. (Pages 21,36) 
GYMER, Frederick E.: Sales Prom., 2123 E. 9th 
St., Cleveland 15, Ohio. (Pages 18, 29, 46) 
HARVEY, Perce Jr Pres Harvey Adv. Agency 
207 Nat'l Reserve Bidg., Topeka, Kansas. OMAA 
boerd nember (Pages 6, 29, 42) 
HEMMINGS, Robert | V-P. Burroughs D. M 
Adv 2617 S. Broadway, Los Angeles, Calif 
DMAA boerd member. (Pages 29, 36, 39, 46) 
JACOBS, D. 8B Sales Prom. Mar., Seaman 
strick Paper Co 1225 Vermont Detroit 16 
Mich. (Page 46) 

JURIST, Stewart Asst. Man. Dir DMAA, 
E. S7th St. New York 22 WN. Y (Pages 20, 23) 
KLEID, Lewis: Pres., Lewis Kleid Co., 25 W. 45th 
St.. New rk 36, N.Y (Page 42) 

KOGOS, Pres Industrial List Bureau, 
Webster, Mass. (Page 30) 

LATHEM, Louie P. Jr.: Gen Mar. Lathem Time 


ecorder 76 3rd St 


N. Atlant G 
(Pages 18, 23, 30, 37, 47) ae we 


MACKIE, A. G.: PL R Mgr., Provincial Paper 
Lid 388 University Ave Toron Canada 
(Pages 16, 37, 47) 

MARGULIES, David Pres Damar Product 

In 233 Frelinghuysen Av N 

Panes ewark 5 N. J 


MC DONNELL, Jack: Pres. The Epicures’ Club 
tebeth, N. J. (Pages 18, 23) 
mc GEE, J. A: Adv Mar Trans-Canada Aijr 


Line Internat'l Aviation Bidg Montresa 
Canede. (Page 43) 
KENZIE, John Exec. Dept. Standard & 


Corp., 345 Hudson St, New York 14 


N Y. (Pages 18, 24) 
MERRIAM, am ® R 


Federatior 


for Railway Progress, 1430 K St N. WwW W ash 
ngton 5, D. C. DMAA American V-P. (Page 21) 
MORGAN, Boyce: Pres Boyce Morgan A 


Inc 1800 WH. St 


N. W 
6 0. C. (Pages 18, 31, 37) 


Washingtor 


NAUHEIM, Ferd: D. M. Counselor, Woodward 
Bidg., Washington 5, DO. C. (Page 47) 


NOWICKI, Stanley L Sec., Customer Rels. 
Council, American Trucking Assns., iInc., 1424 
Sixteenth St.. N.W., Washington 6 D. C, (Page 
48) 


PECK, Louis: Pres., Merit Mailers, 
Newark 2, N. J. (Page 32) 


PINKERTON, Fred VP. & Sales 
Reinhold-Gould, Inc 535 Sth Ave., New York 
17, N.Y. (Pages 24, 32, 37, 43, 48) 


PROFT, William M 


370 Plane St., 


Fund Raising Counselor, 27 


Washington Place, East Orange, N. J. (Pages 
17, 24, 48) 
RAYMOND, Leonard J.: Pres., Dickie Raymond, 


470 Atlantic Ave., Boston 10, Mass 
RAUCHENSTEIN, F. C. R Pres., 


(Page 37) 
Cavanagh 


Printing Co., 1523 S$. 10th St., St Louis 4, Mo, 
(Pages 32, 48) 
REED, Orville Howell, 


Mich. (Pages 24, 
ROBERTS, J. S.: Adv. Mar 
Box 1723, Atlanta |, Ga 
ROSSRTEON, Scott Pres. Robertson 
rotech, | N. State St 
(Powe 49) 

RODLUN, Troy M.: D. M. Counselor 
N. W Washington 6 D. ¢ 
RUMAGE, George V.: Man. Dir DMAA, 3 €. 
57th St.. New York 22, N. Y. (Pages 18, 21, 24, 
33, 37, 40, 43, 49) 
SEGAL, Donald: Northeast Dist. Mar 
Envelope Co., inc., 77 Summer 2 
Mens. (Page 

Peter Adv Mor.. 
Engineering Co 
Angeles $6 Calif 


Credit Co., 
(Pages 33, 49) 

Buckley & 
Chicago 2, 


1832 M St. 
(Pages 16,24) 


Cupples 
Boston 10, 


Southwestern 
4800 Santa Fe Ave., tos 
(Pages 17, 24, 34, 37, 40, 43, 


SHURTLEFF, Fieve! Pres Direct Mail As 


ociate 100 N. Adams, Peoria. Iii (Page 
VANDER BRINK, George E.: Seles Prom., Arthur 
Thompson & Co 109 Market Place. Baltimore 2, 
Md. (Page 34) 
VANDER PYL, May: Pres, Adv. Letter Service. 
2930 E. Jeflerson Ave., Detroit 7, Mich (Page 35) 
VOLK, Harry Jr Pres Harry Volk, Jr. Arn 
Studi 140i N. Main § Pleasantville, N. J 
(Page 44) 
WALKER, E. C.; Pres., Kozak Auto Dry Wash, § 
Lyon Batavia, N. (Page 21) 
WIGHT, Eliot L Adv. & Sales Prom Mar., U. S. 
Envelope Co., Springfield 2, Mass. (Pege $0) 
wee’, John C D. M. Mar., Woodbury 
Chadwick Sa., Worcester 5, Mass. (Pages 
YECK. John D.: Partner, Yeck and Yeck, Talbott 


Bidg., Dayton 2, Ohio. (Page 18) 


Read carefully 


the experts have missed anything important for 1956. 
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Okay ...let’s go! 
WHAT DO DIRECT MAIL PEOPLE HOPE FOR MOST IN 1956? 


. and see if you agree. . 


. or whether 


P25 
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Mas correspondents were wor- 


ried about this problem. The 
phony offers, and particularly the 
obscenity, give direct mail a black 
eye in the minds of the public. We 
have had plenty of stories about in- 
dividual cases in The Reporter. The 
Better Business Bureaus have been 
doing a noble job .. . but the rackets 
continue, The Post Office Inspectors 
close up a few at intervals . . . but 
even the Post Office is hesitant about 
bringing action on borderline cases 
.» « for fear of losing the cases in 
too lenient courts. 


Our advice to Reporter readers 

. . keep your eyes open and send 
complaints to local BBB’s or Postal 
Inspector. The volume of complaints 
will stir up action. Be on the watch 
for the phony directory promoters, 
the unordered merchandise racket- 
eers (two of the worst recently in- 
dicted for fraud; hurrah!). Keep 
afier the sleezy promoters of “home- 
work schemes” or “make millions in 
mail order.” One fellow out west 
offers to tell you how you can save 
hundreds of dollars a year if you 
will send him $1. The suckers re- 
ceive a cheaply-printed circular of- 
fering shoddy merchandise on which 
you can save money if you buy from 
the promoter. A racket! 


Most of our correspondents were 
concerned about the recent flood of 
offers for sex devices and sex stimu- 
lators. The coverage has been na- 
tionwide with copies even going to 
convents, grammar-school-age boys 
and girls. The pornographic picture 
boys have grown more brazen. A 
group of four girls in Hollywood 
recently made a mail offer to pose in 
any desired position for selected 
patrons. And so it goes. 


WE HOPE FOR... 


An increased drive to eliminate frauds, 


rackets and obscenity from the mails. 


Here are some of the opinions on 
the gruesome subject. Project #1 
for 1956! Keep the mails clean! 


Last Satur- 
BRINGE 


day we re- 

ceived at our 
office an envelope and enclosure from 
Las Vegas, Nevada, which got quite 
a reaction from our president, Mr. 
George Hunt. What can be done to 
put people like this in jail where 
they belong? I don’t know if what 
this party is doing is illegal, but 
there is no question about his mail 
being extremely harmful to the di- 
rect mail industry. | have more res- 
pect for a man who uses a gun to 
hold up a bank than | have for an 
individual who is responsible for this 
kind of pornographic poison. 


One of the 
BRYANT 


things which 
rect mail most . . 


can hurt di- 
. is the misleading 
advertising about the opportunities 
in direct mail. A great deal of this 
advertising seems to indicate that it 
is not required that one have skill, 
or even a good background to be 
suceessful in direct mail. Many of 
these ads induce people to attempt 
some phase of direct mail with a 
vision of easy profits, when the facts 
are that they are almost sure to lose 
money instead of developing a suc- 
cessful enterprise. 
mering away 


CLAWSON 
at the gyp 


artists and rackets using direct mail. 
Rackets and phony testimonials are 
definitely hurting advertising. Any- 
thing that is crooked or phony af- 
fects any product or industry nega- 
tively. Thank goodness there are still 
a large majority of clean-living, fine 
people in America and they do not 
like the crooked operators. 


Keep ham- 


I would like 

HARVEY to see the 

direct mail 

industry as a whole continue to battle 
and, if possible, stamp out com- 


pletely the remaining (fortunately 
few) outfits who use direct mail in 
their efforts to peddle books and ar- 
ticles that are either downright ob- 
scene or close to the borderline. 
Many times people are offended and, 
particularly so, when that type of 
direct mail advertising is sent to 
home addresses. It is disgusting and 
abhorrent to parents. 

rackets will 


MACKIE 
hurt legiti- 


mate direct mail advertising if we 
spend as much time being concerned 
about planning direct mail as we do 
about the rackets. Believe me, the 
rackets would be all racked up if 


we did. 
MARGULIES zines and 
courses are 
trying to show how easy it is for one 
to enter the mail order business, and 
are encouraging any number of peo- 
ple who are either ill-equipped fin- 
ancially or morally to jump into the 
mail order field. They say it takes 
a few hundred dollars and a base- 
ment and then you sit back and start 
raking in the money. You and | 
know too well that it takes a hell of 
a lot more. The one thing that they 
always overlook is the element of 
“luck.” Without it, it would be pretty 
tough to really get into the mail order 
field. I certainly don’t take the posi- 
tion that people should be discourag- 
ed from entering mail order. I believe 
that the more sound operators and 
the better merchandise offered by 
mail, the greater the acceptance for 
all mail order offers will be. But I 


I don’t think 


Many maga- 
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would just like it to be known that 
anyone who sends their money 
through the mail for any sort of 
item or product will get a fair shake: 
and that means that the delivery is 
good, merchandise is sound and there 
is no arguing on the money-back 
guarantee. 
C o neerning 
PROFT fund raising 
the first 
and most important problem for 
1956 is the elimination of “rackets.” 
Laws designed to control fund rais- 
ing are important but not enough. 


2 


CORRESPONDENTS 

blamed current insincerity on 
television commercials. There were 
kicks about the phony testimonials, 
which even have the children holding 
their noses. Particularly obnoxious 
are the programs where a star like 
Jack Webb of Dragnet or Eve Arden 
of Our Miss Brooks, interrupts ot 
ends a dramatic scene with the corn- 
iest of corny plugs for the sponsor's 
product. In the opinion of the ex- 
perts these things are hurting public 
reaction to all advertising . . . and 
they are spilling over into direct 
mail. [| talked with the producer of 
one of this type television program. 
His report was, “Well, we know it’s 
bad, but it works best in selling the 
product tying it up with a big 
name.” My answer: “For how long 
will it work?” 

At any rate, people (including di- 
rect mail people) are getting burned 
up about tricky, deceptive techniques. 
Too many people in direct mail are 
resorting to trickery . . . such as 
faked code numbers on “exclusive 
offers”; personal notations on strict- 
ly impersonal approaches; imitation 
invitations to join this or that; credit 
offers which turn out to be come- 
ons. The only thing any of us can 


ANY OF OUR 
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There will not be much improvement 
in this direction until fund raisers 
and fund-raising organizations unite 
to police their own business. If they 
don’t awaken to this threat . . . the 
future of fund raising by mail is in 
for a bad time. 

catch the 


SHUGART item about 


the Los Angeles man who offers to 
teach you how to become a mail 
order millionaire for less than $25. 
The Federal Trade Commission has 
given this man a desist because it 


Did you 


was a false claim for him to tell peo- 
ple that they could become a mail 
order millionaire for anything less 
than $500. I don’t think racket mail- 
ings have anything whatsoever to do 
with industrial direct mail, in which 
the letterhead and message are either 
authoritative or they are not, but 
certainly in the consumer field, in 
my opinion, there is still too much 
unmitigated chicanery going on. (Ed, 
note: We caught the item and ap- 
plauded. But where one racket is 
stopped .. . another starts, Will keep 
after them.) @ 


WE HOPE FOR... 


A gradual (if not now) elimination of tricky, 


insincere, deceptive and misleading practices 


which irritate recipients. 


do is to kick. Kick publicly like this. 
Or kick directly to the perpetrators. 
Here are just a few quotes. Many 
recipients didn’t want to be quoted. 


ordered 

R. ANDERSON nerchan- 

dise is a 

minor sore spot, although | don’t 

believe it is as prevalent this year as 

it has been in the past, thanks largely 

to your campaign. Keep your eyes 

open for it and knock its head down 
whenever it arises. 

at book pub- 


CLAWSON 
lishers’ di- 


rect mail. | am sick and tired of re. 
ceiving an envelope crammed full of 
various pieces with a covering let 
ter two pages long, multigraphed in 
red and black paragraphs. | believe 
I am on every book publisher's list 
and they all send the same type of 
material. There's never a change. | 
presume this method is very success 
ful so they continue to use it, but | 
for one will not read it because if 
you've read one of these letters 
you've read all of them. They all 
have the same pitch, the same angles. 


I'm peeved 


Several di- 
ENLOW rect mail 
pieces have 
reached me lately stating that the 
“enclosed material is sent at your 
request”; or, “Our salesman, Mr. So- 
and-so, will call on you after you 
have had a chance e lo look over the 
advertising material.” In none of the 
cases had | requested the material 
nor the visit from the salesman, and 
you can be sure he received a quick 
brush-off. This seems to indicate a 
revival of a type of direct mail prac- 
tice which | had hoped was too non- 
sensical to still be in vogue. 
What hurts 
GARDNER direct mail 
most? Com- 
ments | pick up around this area 
seem to be adverse to direct mail 
where there have been many insur- 
ance pieces. There are many local 
state insurance companies that flood 
the mails around here . and they 
all seem to leave a bad taste 
with an implication against the use 
of direct mail as a whole. Don't 
know if other parts of the country 
are the same. 
Have you seen any of the society 
or home associations that put out 
these pleas at Christmas for funds 
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for children facilities . . . and they 
send a little notebook with supposed 
insertions of date, donor, town and 
amount? They want you to add 
your name to the book and return 
with check for any amount you like. 
I looked the book over carefully and 
saw it was a clever printing job, so 
threw it all away. Two weeks later, 
I got a letter (form) from them say- 
ing I had not returned the book and 
they needed it . . . and would I 
please do so. One of the clever an- 
gles was that there were two names 
from Orlando listed in the book. | 
threw that one away, so am waiting 
now out of curiosity to see what 


happens. 
GYMER the direct 
mail stuff I 


get screams and is cheap. We recip- 
ients can tell from the envelope 
whether the contents are worth read- 
ing. Too much is marked “Personal” 
via printing press. The Wall Street 
Journal prints “Airmail, Reply Re- 
quested” on an envelope sent the 
cheapest postage way. Inside | find 
“an exclusive offer to me as an out- 
standing citizen of my town” 

“good for ten days only”... “a per- 
sonal copy has been reserved for 
you”... “send the card today and 
learn TV repairing” .. . “chance of 
a lifetime” . . . and so on, The pub- 
lisher of Time or Life sends me a 
letter with “Andrew Heiskel” typed 
(via printing press) in the corner 
of the envelope and with one letter 
above the line. Good old Andy took 
time to send this to me, but he can't 


type very well. 
LATHEM trick mail 
adver- 


tising. The worst example of this is 
a mailing that looks like it contains 
a check for a large sum of money. 
When opened I'm told which finance 
company has the real thing waiting 
at their office. Such a letdown is ir- 
ritating. 

Testimonials are overdone in many 
instances. Their value depends 
largely on what product or service 
is being sold. In the industrial field, 
it has become obvious to most of us 
that testimonials are the easiest 
thing in the world to get, because 
other businesses will give them just 
for the publicity. 

today, to 


many people, 


is synonymous with “sucker” mail. 
This is something that the large and 


Too much of 


I get mad at 


Direct mail 


efficient mail order houses have to 
concern themselves with, because 
there is no question that a lot of 
their own mailings are reduced in 
effectiveness because of the resent- 
ment created in many people toward 
direct mail in general as a result of 
bad experiences with some fly-by- 
night operators. The remarks made 
by David Ogilvy in a recent address 
touch this point. Mr. Ogilvy in part 
of his speech said, “Most mail order 
advertising is hit and run. In and 
out. Caveat emptor, and devil-take- 
the-hindmost. The less personality, 
the more coupon returns. The small- 
er the illustration, the more coupon 
returns. The fewer idiosyncracies in 
the presentation, the more coupon 
returns. The more buckeyed and 
boiler-plate, the more coupon re- 
turns.” 

These remarks are true in too many 
cases. Too often the truth is stretched 
in a direct mail piece to increase the 
returns. I think we in the direct 
mail industry could very well devote 
our eflorts toward eliminating as 
much of this as we can. Whether it 
will ever be accomplished or not is 
a moot point, but if honesty could 
prevail in direct mail I think we 
would all benefit over the years. 


Phony testi- 
MC KENZIE 


monials (in 
direct mail 
as well as in other forms of adver- 
tising) are building negative reac- 
tions to advertising. And the most 
grevious part of the whole ugly pic- 
ture is that it isn't really necessary 
to use phony testimonials, It is com- 
paratively easy to get good legitim- 
ate testimonials. Any advertiser, with 
a good product, can get them just 
as easily as he can make up a 
phony. 
On the whole 
MORGAN I think that 
most of the 
direct majl I see is pretty good. I'd 
say that its standard, overall, is as 
high as, or higher than, that of any 
form of advertising. Certainly I don’t 
encounter as many examples of ob- 
jectionable direct mail as I do ob- 
jectionable radio and television com- 
mercials, or objectionable advertis- 
ing in certain magazines (not to men- 
tion the objectionable magazines 
themselves). I’m all for improving 
direct mail and increasing its sta- 
ture in every way that it can be im- 
proved and increased. And more 
power to The Reporter and to the 
DMAA in every worthwhile project 
you and they undertake. 


Some of my 
RODLUN pet peeves: 
Sales letters 
that start, “Dear Friend of so-and- 
so.” Descriptions of products as 
“world’s best” and other excessive 
descriptions that were current before 
the turn of the century and should 
have been permanently killed by the 
once popular “Truth in Advertising” 
movement. Any type of advertising, 
such as phony testimonials, that puts 
a strain on credibility does damage 
to the acceptance of all other adver- 
tising. 
Among _ the 
RUMAGE direct mail 
sore 
which should be cleaned up in 1956 
are... unethical mailings like those 
you and | know about from Las 
Vegas. Our Standard of Practice 
covers these things quite well, theore- 
tically. Practically, I'm not so sure 
« because we cannot influence 
non-members. 
improve the 


YECK 
stature of di- 


rect mail is to improve direct mail. 
There are probably many ways of 
doing this, but two ways stand out, 
in my mind, as projects for 1956: 
Impliment the DMAA “Standards 
of Practice.” So far, this is a fine 
and noble thought, great for fram- 
ing and hanging in one’s office. Of 
course, it’s difficult to enforce if vio- 
lations must be proven .. . and dif- 
ficult to know what to do if they 
are... but it can be made more ef.- 
fective. One way would be to en- 
courage the use of some kind of a 


symbol that says “We follow DMAA 


Standards of Practice.” Violations by 


spots 


“The way to 


people who use that symbol would 
be spotted and reported, you can bet 
on that. Gradually, the public 
would begin to respect it. 

I realize that these “Standards”, at 
present, effect mail order people, 
rather than direct mail advertisers. 
Most of my interest has been in the 
advertising area and | used to think 
that the thing for advertising people 
to do was to convince the public that 
advertising and mail order were two 
different things. I’ve changed my 
mind. I think mail order abuses hurt 
all advertising, just as poor television 
All of us ought to 


be interested in higher standards for 


commercials do. 


all advertising. @ 
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_ IS WHERE we really began 
getting “hot” replies. The aver- 
age direct mail recipient is burned 
up. And many of the experts who 
responded put themselves in the posi- 
tion of recipients. We have piles of 
evidence showing four, five, six, or 
as many as ten identical pieces re 
ceived in the same mail. From both 
small and large companies. The 
smalls can be blamed on local let- 
tershops or printers which must be 
using local classified (and cross- 
listed) directories. The large can 
be blamed on the mass mailers who 
rent hundreds of lists on which 
there are duplicates. We have heard 
most of the excuses. We can’t give 
any immediate solution. But the 
practice of duplicating names on the 
same mailing is certainly causing 
havoc in the minds of the receiving 
public. 

Many of the big companies are 
working frantically to develop mach- 
ines and methods to increase ad- 
dressing and mailing production and 
to decrease costs. Maybe the 
punched cards and the electronic 
systems will eventually eliminate the 
duplications (and the waste). But 
let’s hope the experiments will de- 
velop practical solutions for the lit- 
tle fellows (the majority) as well as 
the big. Here are some thoughts on 


the situation: 


One of the 


C.R. ANDERSON worst spots 


in the mind 
of the public is list duplication. Even 
though many people know why it 
happens, they still are annoyed at 
getting six or eight letters from the 
same company, especially when they 
are not prospects. Perhaps the big- 


gest problem in direct mail is this 
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WE HOPE FOR... 


An increased effort on the part of all mailers to 
avoid irritating duplications by (a) better list handling 


and by (b) better mechanization methods which would 


one of mailing lists, both as to dup- 
lications and as to general quality. 
And | don't know the answer, even 
partially. 
Why dont 
BOYER direct mail 
adver- 
tisers make better selection or better 
use of their lists. Being an advertis- 
ing man, | probably get more direct 
mail than the average individual. 
And being on the constant search 
for ideas, there is not a piece goes 
across my desk but what | look at 
and examine. But... why in the 
world so much of it was ever sent 
to me in the first place, V'll never 
know! Much of it is about products, 
services and what not in which I 
have no earthly interest, never have 
had and probably never will have. 
If there are many people like me, 
and | assume that there are, then it 
is a tremendous waste. So why not 
be more selective in direct mail pros 
pects 7 
Perhaps amy 
BRYANT pet peeve is 
the attitude 
that has developed over the last few 
years on the part of some list users. 
This attitude is that list owners 
should maintain their lists in’ the 
manner that the list users find most 
advantageous for their particular 
mailings. If these people called on 
as many list owners as brokers do 
they would realize that the list owner 
in nearly all cases is not particularly 
anxious to rent his list. He has it 
as a by-product to his normal busi- 
ness, and he must handle his list the 
way it is best for his regular busi- 
ness, rather than the way list buyers 
would prefer to have it handled. It 
certainly is true that in many cases 
a list can be handled the way the 
list buyers want it, but even though 


be applicable to small as well as large users. 


list users pay a rental charge for the 
use of a list, they should realize that 
every list owner is doing them a 
favor in permitting their use of his 
names, 


One thing 
CLAPP that annoys 
me more 
than anything else is incorrectly ad- 
dressed letters. Just goes back to 
what you and Bus Reed say so often 
that people like to see their 
names when they are correctly spell- 
ed, Sometime ago, someone started 
addressing me as “Robert L. Clapp.” 
Actually, | think it was one of the 
graphic arts magazines that started 
it. Despite several letters asking 
them to correct” their list, and to 
others, mail still continues to come 
addressed in that fashion. As long 
as | get it, | suppose I shouldn't 
really worry, but it is annoying. 


What can be 

GREENLAW done about 
people who 

put nothing into direct mail adver- 
tising but take through the copying 
of lists? That copying, same as the 
copying of anything, involves no 
responsibility . creative or finan- 
cial. And it is a heart breaking, dis- 
couraging thing for a list owner to 
put thousands and thousands of dol- 
lars into an annual compilation and 
then have the list copied and resold 
at ridiculously low prices. Could The 
Reporter throw its editorial weight 
behind a program to educate direct 
mail advertisers to look to the repu- 
tation of the people from whom he 
buys his lists? Examine closely the 
source of such a list? To look for 
quality and control ahead of price? 
Convince direct mail advertisers to 
“beware lest they lose the substance 
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by grasping at the shadow”? And 
could DMAA lend its authority to 
the list owner's fight to smother out 
these margin list business people? 
(Ed. note: Meaning the relatively few 
unethical stealers of mailing lists.) 
Our fight is a little like 
Sam has with pornographic mailers. 
We catch one and close him up by 
refusing to sell again and the next 
year another pops up to take his 
place. 


One of the 
JURIST biggest prob- 
lems in di 
rect mail concerns mailing lists and 
the folks who are on these lists. No 


doubt about it when a mailer 


uses two or more lists, enter in the 
Literally, 
hundreds of mailers use thousands 
of mailing lists and the individual 


bugaboo of duplications. 


a 


ELL HAVE TO MAKE our com 
on this project short. 
Material would fit a book. Planning 
a feature on it for February ot 
March. Many of the comments re- 
ceived are unprintable (by request). 

Of course, most everyone is wor- 
ried about PMG Summerfield’s atti- 
tude about rates, but that is a serap 
of its own. Many complaints about 
the sloppy and destructive handling 
by clerks and carriers of over-sized 
pieces, suc h as well-protec ted “do 
not bend” calendars, photographs, 
ete. Many kicks about .. . the poor 
handling of Form 3547; misuse of 
business reply envelopes by crack- 
pots and hesitancy of Post Ofhice to 
crack down on culprits; too frequent 
and needless changes of local zone 


numbers after mailers have made 


plates; demands for faster delivery 
of business reply mail on which Post 
Office gets a 33-1/3 premium, ete., 
etc., ete. 


mailer will use upward to 150 dif- 
ferent lists, using one specific mail- 
ing piece. Duplications are inevitable 
and the high cost of weeding this 
list out, especially when mailing 
many thousands of pieces, is pro- 
hibitive. 

In our own membership solicita- 
tion mailings from DMAA, we have 
used, at times, 20 to 25 different lists 
at one time. Of course, most of the 
lists were not DMAA’s and when 
mailing many thousand pieces, no 
attempt was made to weed out dup- 
lications among the lists (to say 
nothing of duplications in a single 
list). Yet, a number of replies were 
most embarrassing: “I have received 
three letters”... “I got four pieces” 
... “LT have been a member of the 
DMAA for X years, and now you ask 
me to join.” | even found a note 
saying, “Check with your  book- 


WE HOPE FOR... 


Better relations with the Post Office Department. . . 


keeper. | sent my membership dues 
in two months ago, didn’t you get 
it?” Perhaps some genius will find a 
solution. 


My feeling 
MARGULIES about mail 

order selling. 
generally, is that it is going to be- 
come a much more specialized kind 
of endeavor and lists are going to 
become more and more important. 
For this reason, I have started to 
put my lists on punch cards so that 
| can have, at my fingertips, a con- 
siderable amount of information on 
each customer. There will be no 
more guessing as to the percentage 
of male and female, type of pur- 
amount of purchase,  fre- 
quency of purchase, kind of item 
that they are specifically interested 
in and many other things. @ 


chase, 


and better service on certain phases which have been 


neglected. 


There are many problems. We 
think they can be worked out. There 
is a sincere, hardworking staff in 
the Post Office Department . . . ser- 
iously trying to work out the wrink.- 
les of a greatly expanded operation. 
Keep in touch with them and with 
your local postmaster. Much good 
will come out of the DMAA liaison 
committee with the National Associa- 
tion of Postmasters. It should be re- 
corded here that the recent ruling 
permitting combined mailings (a first 
clase letter in either a second, third 
or fourth class envelope, or third 
class within second or fourth class) 
was originated and promoted by 
former NAPUS president, Ray Me- 
Namara and Buddy Mayo, chairman 
of the NAPUS educational commit- 
tee. Both Ray and Buddy claimed 
that the Post Office was losing mil- 
lions each year by illegal enclosures. 
Why not make it legal . . . with 
stiff penalties for violation of the 


regulation? Goes to show progress 
can be made by cooperation. 

Only a few quotes on this hoped- 
for and vital project for 1956: 


\ better pub- 

BRETTNER lic relations 

job should 

be done about getting better and 

better acquainted with the Post Of- 

fice. Not necessarily the top officials, 

but the postmen and the local 

superintendents of all 

mail. Hold clinics, open to every- 

one, between mailers and the mail 

men, like the Washington Direct 

Mail Clinic did away back two years 
ago. 


‘ lasses of 


It seems to 
BRYANT me that pos- 
tal rates are 
probably the most vital direct prob- 
lem for 1956. If third class mail 


rates are increased, as the Postmas- 
ter General wants, it would do very 
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real harm to direct mail. | think that 
much direct mail advertising has 
enough vitality and enough strength 
to stand the 1/2¢ per piece increase 
in the bulk rate, but a substantial 
part of it cannot stand an additional 
$5 per thousand in its cost. Because 
of our interest since the inception of 
the Associated Third Class Mail 
Users, it seems to me support of that 
organization's efforts to explain the 
inequity that the third class postal 
rate is now carrying, is the best way 
to combat this problem. I am sure 
there must be other ways, but it now 
appears that some way, or combina- 
tion of ways, to show Congress that 
third class mail is already carrying 
more than its share of postal depart- 
ment costs must be done. 


We have a 
GUY pet peeve 
that makes 
us boil nearly every working day. 
Since the Post Office eliminated un- 
addressed third class mail, we have 
found there is still quite a demand 
(as there always has been, of course) 
for “occupant” mailings. But our 
occupant lists have grown out of 
date, as they were not kept up dur- 
ing the days of so-called “junk mail.” 
And now, because of a silly Post Of- 
fice regulation, we can't get them up 
again. The Post Office is under 
stricter-than-usual orders not to re- 
lease their route lists. This means we 
can only replenish our addresses by 
using directories. But the director- 
ies, besides being incomplete, aren't 
in delivery order. 


So the Post Office brings about a 
situation that hurts itself because it 


cuts down our third class occupant 
mailings by about 10%, and be- 
cause it causes itself to sort thou- 
sands and thousands of pieces which 
we would gladly have addressed in 
the correct delivery order. Every 
postmaster on the San Francisco 
Peninsula we have talked to, would 
gladly give us their route list if he 
could. They can see no advantage in 
the extra hours of work put in ab- 
solutely unnecessarily by their em- 


ployees. 
MERRIAM of postal rate 
increases 
should not be taken lightly during the 
coming session of Congress. The 
President has given Summerfield the 
green light and I understand other 
members of the Cabinet have agreed 
not to fight him on the subject of in- 
creases. | don’t want to be in the 
position of crying “wolf” again but 
Washington is a funny place. You 
never can tell when the unexpected 
will happen. It is true 1956 is an 
election year which of course 
tends to make most people think 
there will be no increases. I, for 
one, would not bet on it but rather 
take the position that we must be 
doubly careful in the months ahead. 
obvious that 


RUMAGE 
PMG Sum- 


merfield is never going to relax. He 
will keep pumping away year after 
year for postal increases. This leads 
me to the conclusion that we, in 
turn, should never relax our efforts 
to bring about efficiency first of all 
and keep these postal rates down. 


The question 


It is very 


Follow the pattern we have set for 
the past two years. Otherwise, we'll 
have a never-ending upward spiral 
that can hurt direct mail badly. 


Every- 
WALKER one who has 

a prob- 
lem with the Post Office should rem- 
ember that there is a definite se- 
quence that will produce the best 
results in taking the problem up with 
the authorities, 


First: Our experience is that if 
we can’t get the result from our local 
postmaster, we then go to the dis- 
trict manager who happens to be in 
Buffalo in the decentralizing program 
insofar as our own location is con- 
cerned. He works under the New 
York Regional Office. If he can’t get 
a decision, he throws it into the Reg- 
ional Office. If they can’t decide, 
they throw it into Washington. Under 
these circumstances, you can expect 
to wait six months to a year, or never 
get a reply. 


Second; The next procedure is to 
take it up with your Congressman 
and he will get a reply in two days. 
It usually is favorable if it is within 
reason, as the fellows in Washington 
really jump when a Congressman, 
who holds the purse strings, gets on 
their tail. 


The third approach is through the 
liaison committee of Harry Porter 


and Buddy Mayo. This may take 
quite a long time but it will get some 
action from a practical standpoint, 
which I don’t believe you can get any 
other way on certain subjects, @ 


GOOD HANDLING OF UNDELIVERABLE MAIL 


Tom Worthington, business man- 
ager of the Harvard Business Re- 
view, Soldiers Field, Boston 63, 
Mass., received the following letter 
from Thomas R. Thompson, office 
manager of Schramm, Inc., West 
Chester, Pa. 


Tom gladly complied with Mr. 
Thompson's request, and we're pass- 
ing the Schramm letter on as an ex- 
cellent way for a company to intelli- 
gently handle undeliverable mail: 


lo the attention of the 

Advertising Manager 

Good Morning, Sir: 

We are attempting to cut down some of 
the wasted time in the handling of third 
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class mail received here each week. We 
are not attempting to eliminate third class 
mail from coming in to us but merely try- 
ing to eliminate that portion of it that we 
know to be wasteful from your standpoint 
as well as from our standpoint. 

In many cases the mail is directed only to 
SCHRAMM, INC., and it is up to a mail 
clerk to guess where it might go. In other 
cases it is directed to an individual's atten 
tion but because a change has been made 
in this person's work, he no longer is in 
volved with the product involved. In 
many, many other cases, however, we find 
that as many as ten or twelve pieces of 
printed matter are coming into our plant, 
addressed to everyone from the president 
to the group leaders. 

We are asking your cooperation in help 
ing us to bring some rhyme or reason 
into this program by either removing the 


attached names from your mailing lists or 
making whatever changes might be noted 
on the attached. 
Each individual piece of advertising mat- 
ter that is received by us is forwarded to 
the person it is addressed to. It is entirely 
up to them to make the decision as to 
whether they would like to continue receiv- 
ing this printed matter or have their name 
removed as we are requesting. In those 
cases where the printed matter is addressed 
only to SCHRAMM, INC., we are forward- 
ing it to the department that we feel it 
should go to. It is up to the Department 
Head to decide whether an individual's 
name should be added or whether a re- 
quest should be made to you to discon- 
tinue carrying this name. 
We will certainly appreciate your cooper- 
ating with us by complying with this re- 
quest, 

Yours very truly 

SCHRAMM, INC. 

(Signed) Thomas R. Thompson 
Office Manager 
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\) OF OUR CORRESPONDENTS hit 
around this subject in one way 
or another. Everyone knows how 
The Reporter feels on the subject 
we've had plenty of blistering 
articles on the dangers of testing, so 
any further comments here from us 
are unnecessary. Don't get us wrong. 
Some testing is important . . . but 
foolish testing is a waste of money. 
Our friend, Ed Mayer, Jr., presi- 
dent of James Gray, Inc., New York, 
said it best at the Fund Raisers Work- 
shop in New York last year: 
There are four almost obvious reasons why 
you shouldn't test all of your mailings: 
1) You shouldn't test unimportant things 
and minor details. 
2) The timing of your tests may make 
your final mailing results completely im 
possible to judge. 
3) The overall size of your mailing mar 
ket may be such that you cannot possibly 
test legitimately without using the entire 
list. 
4) The great 
neither asks for, nor expects either an 


majority of direct mail 


order or an inquiry. 
Here is how others feel about it: 


I think that 
C. R. ANDERSON many of the 
so-called 
tests that are reported are wholly 
inadequate and unreliable because 
they are so unscientifically done 
that they merely muddy the waters. 
Some day DMAA should figure out 
an important test or two and help 
finance it on a big scale, probably 
with the cooperation of some quali- 
fied school. 
centrate too 


much on 


testing . . . assembling assorted rules 
and “regulations” that supposedly 


We all con- 


govern returns . instead of con- 
centrating upon studies about costs. 
Everyone seems to fight shy about 
comparing costs. How many actual 
figures have appeared in The 
Reporter of Direct Mail Advertising 
itself? Let's have comparisons of 
costs of mailing a one-piece letter, 
two colors, one-color circular on 
colored stock, business reply card, 
penny-and-a-half-saver envelope all 
typed and mailed complete, between 
cities in the east and key cities in 
the west. How much for typing 
(good) in New York vs. Chicago? 
How about comparison of costs for 
5,000, 10,000, 15,000 for the small- 
er mailer, as well as the medium 
mailer and the big mass mailer. The 
majority of test reports are incon- 
clusive and overly publicized. The 
results are utterly confusing to the 
average mail user. Here is why (and 
I hope this stirs up a big squabble, 
but it is worth stirring up): 

Each mailer has to figure out for 
himself what works best for his 
product or service. Taking another 
mailer’s experience, even though they 
may be in the same field, just won't 
work out too well. What works well 
for a competitive publication will not 
necessarily prove out for us. Each 
mailer’s prospects may be slightly 
different. The product or service is 
different. The timing is different. All 
or most of the factors in any given 
mailing are different, down to the 
place where the prospect gets his 
mail advertising. In view of so many 
different factors or elements in a 
mailing, how can one mailer profit 
from the experience of another mail- 
er? Each mailer must make sufficient 
tests all by himself. Then based upon 
this hard-gotten experience, he has 
a trend. He develops some strong 
know-how as to what will work and 


WE HOPE FOR... 


A cleaning up of the “testing problem” and 


elimination of inconclusive test reports. 
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what won't work well for his prod- 
uct or service. 


Too many mailers read, too avid- 
ly, the experiences of Time, Fortune, 
Look and Book-ofthe-Month Club, 
or Gourmet Society mailings. By 
golly, they reason to themselves, if 
it works for them mebbe this idea 
will work for me. Nine out of ten, 
or ten out of ten times it doesn’t. 
Then they turn around and blame 
mail advertising per se. 

results of 


BRYANT 
testing that 


I have seen have been inconclusive. 
There is a tendency on the part of 
many people to overevaluate test re- 
sults. A test made by another com- 
pany is not necessarily valid for one’s 
own company. For example, the 
magazine publications have found 
that it pays them to use business 
reply envelopes. People selling mer- 
chandise have found that it is more 
efficient for them to let the customer 
furnish his own postage. Certainly 
testing is essential but before apply- 
ing the results of any test made by 
someone else, each firm should get 
its own test experience. 

mail needs 


is an oath to 


be administered to anyone about to 
testify on the results of a direct mail 
test. The testifier would place his 
right hand on a copy of The 
Reporter, solemnly raise his left 
hand and repeat before his audience, 
be it numbered one or a thousand: 


Most of the 


What direct 


I, John Couponcounter, swear that this 
test, the results of which I am about to 
divulge, was conducted under thoroug' 
and « ompetent ¢ ontrol: 

1) Only one variable was tested by each 


key. 
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2) All names addressed on any list wer 
carefully selected to give a random sampl 
3) All keys to any one list were mailed 
at the same time. 
4) When the results of two or more tests 
are so close, that in all probability they 
may be the same, [| shall not cloud the 
issue by claiming doubtful advantage for 
the one I personally believe ir 

\ shorter oath would be in order 
for the “seat of the pants” flyers and 
a more detailed one for the statis 


tically minded. 
Testing, ex- 
cept for 


BUCKLEY fo 


small percentage of the total in ordet 
to get a “feel” of the potential pos 
sibilities, should be as far as prac 
tical on a comparative basis, and 
limited to fundamentals. 
of doilars are wasted every year in 


Thousands 


inconsequential testing. Inconclusive 
but publicized test results are con 


fusing the average mail user. 


ings, such as Testing. 
and _ possibly 


I wonder if 
vou 
take head- 
Copy. Offer. 


get a dozen mail order 


could 


men, or direct mail men, to write 
their opinions and results on each of 
Then at the end of 
each subject you, as editor, would 


these subjec ts? 


draw conclusions. This summarizing 
by vou would probably tend to elim- 
inate much of the confusion among 
your readers about reports on test 
ing. 


Vy main 


DOPPLER 


silly, stupid tests. Testing as it is 


gripe 
Testing 


publicized sure is confusing, often 
misleading and at times even untrue 
(kd. note: Bill Deppler is writing an 


article for us on the subjeet.) 
You are cer- 
DUGDALE tainly right 
about the 
confusion caused by highly publici 
zed tests which are distributed as 
fixed rules for the guidance of every 
one. Even when a test gives us what 
seems to be a definite conclusion. we 
still try to rationalize the answer 
and see what element other than the 
one being tested controlled the an 
throw us off on 


swer and might 


another test. 


ENLOW 


facturers have been bombarding us 


A number of 
envelope and 
paper manu 
with direct mail, making all sorts of 
wild claims about their colored paper 
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stock. The 


tainly be misled by their unsubstan 


uninitiated could cet 


tiated claims. Our experience has 
taught us to test such items our- 
selves, but the small mailer or the 
man new in the field could lose his 
shirt and more if he trusted these 
unproven claims. Let's have more 
honesty in direct mail promotion! 
I'd like to 
GARDNER see some 
studies that 
more than a 
69 difference in returns, on airmail 


point up something 
reply envelopes, as against another 
kind . . . or whatever that survey 
report was a while back. The dif 
ference was so small that it hardly 
proved anything. It’s the items where 
the differences are more pronounced 
that would make more sense to many 
direct mail users who are out at the 
“grassroots” sections of the business. 
Also goes hack to problem of cater 
ing to the metropolitan areas . . . 
while most statistics show the bulk 
of business comes from companies 
with 50 or less in employ. 

Decisive testing can be useful . . 
in color, for instance reminders 
about results with variation of color 
in paper. But many of us are com 
pletely indifferent to the fine shad 
ings in the discussion of hues in- 
stead of sharp color reports. Seems 
to me they get too involved with the 
fine details rather than the “black 
and white” of the real positive in 
formation. 

Here is a 

JURIST pet peeve: 

“What per 

centage of return will T get from my 
mailing?” Everv week that question 
is asked of the DMAA and hundreds 
of folk around the country are sub 
jected to this same meaningless ques 
tion. The questioners have probably 
read “test results.” Why 
emphasize — that 


can't we 
percentages are 
meaningless except as an individual 
guiding point to an individual mailer 
and then only under an individual 
set of circumstances? What has 
pulled 1% for Widgets X is absolu 
tely meaningless for a man who sells 
cheese. 

We know a magazine subscription 
manager who was so very disap 
pointed when a mailing pulled under 
10% orders. We know 
magazine subscription manager who 
gave his staff the dav off from the 
office in celebration of a 1% return 
But the real clincher was that the 
1% return made some shekels on 


another 


his mailing, and the 10° percenter 


Talk less about 
percentages and more about dollars? 
Talk about spending $5,000 on a 
mailing piece selling a $5 item and 
pulling $14,000 worth of orders in- 
stead of pulling 2.4%? Or even 
$5,000) spent and pulling $3,500 
worth of orders? Let's not talk in- 
tangibles. Let's talk about facts. 
Emphasis is 
LATHEM too often 
placed on the 
returns as a gauge to 


showed a net loss, 


precent of 
the success of a mailing. Inquinies 
cost too much to process for a busi- 
ness to go after volume alone, Quali- 
fied inquiries, received from busi- 
nesses which are ready to do busi- 
ness, are the only things I am after. 
Through repetition, hope to be 
there when he is in the mood'to bay. 
The major aim of my direct mail is 
to nudge him my way when the time 


is right. 
MARGULIES ent IT am in- 
volved to a 
considerable degree in testing pro- 
cedures. We have hired outside sta 
tistical help for this. Our feeling is 
that testing proc edures employed in 


At the mom- 


most of direct mail is worthless, It 
is virtually impossible to establish a 
good testing technique because of 
the poor cooperation by most. list 
owners in furnishing representative 
samples of their list. The solution 
to this problem is in edueation of the 
list owner. Unless he can be con 
vineed that it will pay him to spend 
additional sums for the labor of pro 
viding a representative sample as re- 
quested, any program devised will 
fall flat on its face. 

Quite often we will he specifie in 
requesting certain kinds of samples, 
then when the test names arrive we 
find that the list owner has supplied 
entirely different. Of 
Course, it’s also impossible for a list 
user to know that he is getting just 
asked for 


have faith in the list owner 


MC DONNELL I wish that 


some way 
found of getting away from regard 


something 


what he unless he does 


eou | d he 


ing the results per mailing as the all- 
important criterion of success in this 
business. IT don’t suppose it’s pos- 
sible 


many one-shot direct mail campaigns. 


really, because there are so 


And in these cases, the mailer is 
probably not too concerned with re 
peat business or with the effect that 
his one-shot mailing may have on 


direct mail in general. 
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neon 
Mc KENZIE clusive but 
pu bli - 
cized test results confuse the average 
mail user. Inconclusive tests can be 
misleading and costly. Complicated 
methods of testing, too, can be time 
consuming and they can stifle pro- 
gressive effort. Unless outside varia- 
bles are considered, unless tests are 
followed up quickly with full re- 
leases, unless the test is carried on 
until a “constant” is developed, they 
can be worthless. Then, too, test re- 
sults of one industry, or type of 
service, do not necessarily apply in 
another industry or type of service. 


Frankly, I 
PINKERTON 


think test re- 
ports are a 
lot of bologna in most cases. 
Fund raisers 
PROFT have been 
confused by 
“test reports.” This can be summed 
up in Ed Mayer's comments on test 
ing at the Fund Raising Workshop 
last April. (See July 1955 Reporter.) 
In essence this was: Always test 
lists and copy, but before testing any 
other element or factor, be sure that 
your direct mail common sense and 
experience cannot give you a better 
answer than a test could produce. 


Some of the 
REED present prac- 

tices I'd like 
to see eliminated or improved are 
those God-awful test results sent out 
by some organizations. They arrive 
at conclusions without sufficient 
proof. No one can say that a pink 
envelope outpulls a blue envelope, or 
a two-page letter outpulls a one-page 
letter. The quicker we get away 
from trying to put the yardstick on 
those things, the better off direct 
mail will be. Why the hell do we 
have to “prove results” every time 
we touch pencil to paper? No other 
medium sells itself that way. Jack 
Benny says a few words about what- 
ever it is he’s selling at the moment, 
and who knows whether it actually 
sells the product or not. 


I think we're a little self-conscious 
about our “Testing” is 
something that certainly should be 
cleaned up. Sure we must test. But 
watch out for the conclusions drawn 
from such testing. They are taken 
as gospel by a lot of people who 
don’t know what this business is all 
about. They're dangerous. Nobody 
can convince me that a pink envelope 
pulls better than any other color 
under all conditions. 


medium. 


HOW TO HANDLE A PROBLEM .. . IN FOUR BASIC STEPS 


Thanks to our friend, Leo P. Bott, 
Jr., (advertising) 64 E. Jackson Blod., 
Chicago 4, Iil., for passing along the 
following outline in his always inter- 
esting monthly bulletin “Ad-Lib.” 
Seems like this should be a good out- 
line for anyone connected with ad- 
vertising: 


l. GET THE FACTS (a) Review 
the record (b) Find out what 
regulations, policies and customs 
apply (c) Talk with individuals 
concerned (d) Get opinions and 
feelings; be sure that you have 
the whole story; don’t rely 
upon rumor and heresay. 


2. WEIGH AND DECIDE (a) Fit 
the facts together (b) Consider 
their bearing on each other (c) 
Check practices and policies (d) 
Consider the possible actions 
which might be followed (e) 
Consider the effects on indivi- 
duals, groups, customers, and 


associations, etc. as a whole. Ar- 


rive at a conclusion after care- 
ful consideration, Don’t jump at 
conclusions. 


3. TAKE ACTION (a) Are you go- 
ing to handle problems? (b) Do 
you need help in handling prob- 
lems? (c) Should you refer 
problem to your superior? (d) 
Is this the time for action? Be 
sure you take the responsibility 
of your action. Don’t “pass the 


buck.” 
1. CHECK R ESULTS (a) How 


soon should you follow-up? (bi 
How often should you need to 
check? (c) Have there been 
changes in job efficiency atti- 
tudes and relationships? Check 
and determine if your action was 
successful. Don't stop with tak- 
ing action. 


HANDLE PROBLEMS 
PROMPTLY, SYMPATHETIC. 
ALLY, TACTFULLY, FIRMLY. 


It takes 
RODLUN many a new 
mailer a 
long time to learn the importance of 
tests, a longer time to learn to check 
and re-check tests, and a still longer 
time to learn the art of test evalua- 
tion. When mailers are willing to tell 
their fellows about results obtained, 
they should give evaluations, includ- 
ing doubts as well as plus factors. 
Some are doing this now and the 
practice should grow. 
subject of 


testing is 


confused and confusing. Direct mail 
people should be encouraged to get 
away from testing the small, unim- 
portant factors and test only the im- 
portant things where they can see a 
real answer come out of it. Some case 
study reports are pretty flimsy, unin- 
teresting, inconclusive and totally un- 


The whole 


important. 
My pet peeve 
SHUGART for all time 
in direct 
mail is the utter stupidity perpetra- 
ted every day, by experts and neo- 
phytes alike, who thrust into every 
conversation such shocker statements 
as: “We got 33% return!” I think 
it is about time that you ran a 
steady box item in The Reporter ap- 
pealing to everyone in the profession 
to stop throwing around such silly 
statements. 

We seem to forget that it is not 
quantity of returns that counts but 
the purpose behind them. I have 
found possibly three people in the 
past year, who immediately qualify 
such statements by describing that 
they wanted inquiries, or cash orders, 
or information, ete. I have, for a 
fact, listened to more than forty peo- 
ple in the past year, who claim that 
direct mail is marvelous because it 
pulls high returns. But they fail to 
explain what kind of returns they 
had in mind. 

I wish all of the people who make 
tests would stop talking about them. 
Most of the direct mail vendors that 
I know tell me that they hate testing 
because the user finds himself so in- 
volved in the complexities of testing 
that he never quite gets to the final 
campaign. Testing subject 
something like religion, in which the 
most informed and most attractive 
speaker commands the conversation, 
usually to the utter disgust of the 
equally informed but less effective 
speaker. @ 


is a 
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HEW! This is where we were 
W really flooded. Everyone want- 
ed to get into the act. Everyone had 
opinions. Many conflicted. This 
seems to be the most important pro- 
ject in the minds of direct mail peo- 
ple. We'll give you as many quotes 
as possible. Too bad some of the 
thoughtful, remarkable letters had to 
be cut down. In several instances 
we've held out material for future 
issues because the topics are so im- 
portant. 

For instance, Ed. Monahan, 535 
Gravier St., New Orleans 12, La., has 
a personal project in motion which 
deserves feature treatment. He has 
written to all members of the boards 
of the MASA and DMAA urging a 
crusade on the part of both organi- 
zations to induce manufacturers to 
give direct mail a better break on 
their dealer cooperative advertising. 
Did you know that many manufac- 
turers give dealers credit only when 
they receive proof of newspaper ad- 
vertising insertions? No credit on 
direct mail. Ed thinks it’s a sorry 
situation and we agree. Lots of work 
in that direction. 

Francis S. (Andy) Andrews of 
American Mail Advertising Inc., 610 
Newbury St., Boston 15, Mass., has 
started something sensationally good 
which has New England tongues wag- 
ging. He has started an elaborate 
“Ad Man’s Alley” on the lobby floor 
of the Statler Office Building where 
agencymen, clients and others can 
displays, talk 
breaks, ete... 

A big step 
better under- 


We'll give 


to inspect 
quietly, have coffee 
without interruptions. 
forward getting 
standing of direct mail. 
it feature coverage later. 
Before quoting the “experts” who 
responded to our letter, we'd like to 
quote an intelligent analysis found 
in the November-December 1955 is- 
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More intelligent crusading for a better understanding 


of direct mail. 


sue of Mailway, house magazine-bul- 
letin of St. John Associates, Ine.., 
75 W. 45th St., New York. After 
describing reports of direct mail’s 
growth, its recent acceptance into the 
advertising fraternity, the Mailway 
editor comments: 


This is heartening news to everyone who 
has watched direct mail grow from penny 
post cards to twenty dollar merchandising 
kits, from the role of Cinderella to the 
turnabout rank of Prince Charming. Sure, 
more money is spent on direct mail than 
(believe you me) on television—and di 
rect mail is second only to newspapers in 
dollar volume—but we wonder how im- 
portant those figures really are! Yes, size 
and stature are important in that they in- 
dicate confidence in a particular form of 
advertising. And direct mail gets read; 
that’s been established. And direct mail 
does a sharp selling job; that is for sure. 
And more good copy, good art, good 
planning is devoted to direct mail than 
ever before; that you see from your own 


mail, 


But we submit that the danger inherent 
in thinking about direct mail’s bigness 
(if you run to that occasional occupa- 
tional malady) lies in forgetting direct 
mail’s essential smallness—for it is small 
ness (forgive our straining the English 
idiom at this point) that has made direct 
mail so successful. Direct mail is the 
personalized medium—-and, as such, does 
not require a “spectacular-sized” budget 
to do a man-sized job. Yes, some of the 
pharmaceutical companies turn out their 
own brand of spectaculars to the medical 
trade, but the overall cost to such a select 
audience is far less than a whirl at net- 
work TV. On the other hand, most direct 
mail is relatively small budget promotion 

because it can properly afford to be! 


That is good thinking for a better 
understanding of direct mail. Now 
for more, interesting and valuable 
quotes: 


One thing 
A. M. ANDERSEN. like 

see in 1956 is 
more education and publicity about 
direct mail as an advertising medium. 
Much has been accomplished in this 
respect but ctill too many business 
people think of direct mail only as a 
mail order proposition and overlook 
the advertising virtues of a multiple 
mailing program, especially for 
dealers selling nationally advertised 
big-ticket items. The truck dealer 
who makes a mailing of 200 pieces 
about the new 1956 models and 
complains that he didn’t make a sale 
because of it, has an erroneous slant 
that is surprisingly common among 
people whe consider direct mail as 
an order getter right now or it’s no 
good. Yet this same dealer wouldn't 
think any particular ad in Life is 
worthless because he can’t trace a 
single sale to it. 


Dealer direct mail, like magazine, 
newspaper and advertising, 
should be considered a part of the 
entire advertising picture of the large 
manufacturer, with each medium con- 
tributing what it does best. Direct 
mail can do a better local level sell- 
ing job for the manufacturer's deal- 
ers than any other medium. And di- 
rect mail should, for these dealers, 
be considered as part of the contin- 
uing. overall advertising efforts of the 
parent company and not as a separate 
entity to be evaluated on a_ basis 
disproportionate to the entire pro- 


gram. 

Put more 

4 R. ANDERSON emphasis on 

case studies 

of direct mail as the sales mate for 

other media. I think it would be 

useful, and I believe it would show 
direct mail in a favorable light. 


I would like to see more emphasis 
placed on the economics of direct 
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MAC THE MAILMAN SAYS 


Speed Mailings, Save Money 


with 


OUPLISNAP. 


Saves time! 


Saves money! 


They're a snap to use! 


@ Duplisnaps are carbon inter 
leaved. No carbons required! 
33 perforated, gummed labels 
to a sheet. Each label (2'\,” x 
1”) is large enough for a four 
line address 


@ Soves hours of typing — 2, 3, 
4, 5 or 6 labels can be typed 
in one operation 

@ labels typewriter-spaced for 
quick typing 

@ labels perfectly aligned. Once 
you co-arrange the top edge of 
a set with the aligning bar on 
typewriter no further adjusting 


needed 

@ One quick “snap removes 
carbons intact no tedious 
and time-wasting hand sep- 


arating is needed. No carbon 


smudges on labels! 


@ Each sheet in a set is numbered 
in sequence on bottom tab 
simplifies sorting into groups 
which allows successive mail 
ings to be sent out in an orderly 
sequence 


For complete details send for your tree 


copy of Speed Your Mailings with 
free samples 

\e 


BUREKA SPECIALTY PRINTING CO. 
558 ELECTRIC ST. SCRANTON 9, PA 


mail. This would uncover much am- 
munition not only for meeting the 
postal fight but in presenting the en- 
tire case for direct mail. 


Che direct 
BRAUN mail indus- 
try should 


do something positive about remov- 
ing the opprobrium in connection 
with the “junk mail” attacks directed 
at us by the Postmaster General, as 
well as certain newspapers. The 
Reporter, as well as DMAA, could 
very well organize a campaign, en- 
couraging all the other media to pro- 
mote inquiries from space which can 
be answered, developed and possibly 
even sold by direct mail. In other 
words, direct mail should be promo- 
ted as a medium which supplements 
inquiries from space. 

While, theoretically, the editorial 
department of a publication is not 
supposed to be influenced by its ad- 
vertising department, | am sure that 
if newspapers and magazines car- 
ried a large amount of inquiry- 
secking advertising, their editorial 
departments could be prevailed upon 
to tone down some of these attacks, 
particularly where inquiries devel- 
oped by direct mail through space 
advertising might be producing a 
substantial advertising revenue. 


The mail ad- 
BRETTNER 


vertising fra- 
ternity does 
not let the buying public (the men 
and women on the mailing lists) in 
on some of their operations to prove 
that mail advertising is an important 
factor in the American economy. We 
have thrown our own mail curtain 
about ourselves when we should toss 
open the doors wide. Let “em 
come in to the conventions, appear 
on panels and give voice to their 
opinions about mail advertising. 
con- 


Someone 
BURKE 
sur- 


should 
duct a 
vey or write a book on a specific 
question which many inthe industry 
could gain a great deal from 
and that concerns the process of 
building their mail order business 
and expanding it year to year. How 
they go about it? Where do they 
reach a point in clients or custom- 
ers? Where the lack of repeat busi- 
ness or cancellations at the end of 
the paid-up period reaches a point 
where monthly mailings, plus cost of 
production, absorb most of the in- 
come? A great many concerns in the 
mail order business, or subseription 
business, reach such a point and 


then have to consolidate their efforts 
because of the high cost of develop- 
ing their business beyond their cur- 
rent market. If you could get some 
of the successful ones to reveal their 
step-by-step growth and how they at- 
tained it, cost included, it might be 
the key that unlocks the door to 
several thousand mail order people. 
They might increase their operations 
very substantially if they knew 
where they were going or had some 
reasonable that through 
investing they could double or triple 
their business. 

needed most 


CHAIT 
for direct 


mail growth in 19567: 
1) The 


direct 


suspicion 


What is 


need for an understanding of 


mail as a full-fledged advertising 
medium. 

2) The need for endless research into the 
effectiveness of direct mail, particularly 
research into such subjects as readership, 
impact and influence. 

3) The 


direct mail as «a major force for good in 


need for an understanding of 


our economy; that is, as a force for 


moving an endless series of goods and 
services from the production lines into the 


hands of ultimate consumers. 


4) The 


direct 


need for an understanding of 


mail’s greatest usefulness as a 


One thing 


scientific advertising tool. 
that bothers 


CLAPP 


dustry-wide basis is the constant be- 
laboring of direct mail by the news- 
papers. Each time [| am in a city 
where I see that, I dash off a letter 
to the editor. But they still keep 
sharpshooting. Good Lord! There is 
nothing much junkier that some of 
the stuff you read in the papers. I 
think there is a crusade that might 
be undertaken by every user and 
creator of direct mail. 

Let's make it an 
crusade to go out and set the record 
right. We have some 2,100 members 
in the association. If each one of us 
would attempt to stress the benefit 
of direct mail, and not sit idly by 
when we see the unfair newspaper 
stories, | think it might have some 
effect. Let’s not be vindictive. Let's 
just point out what a good job direct 
mail can and does do. 


CLAWSON 


industry-wide 


I would like 
the 
sellers of 


to see 


various forms of advertising stop 
sniping at each other. 


All forms of 
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advertising are good if you use them 
correctly, Let the buyer decide what 
form of advertising he should use 
for his particular purpose. The 
“thing” that hurt direct mail most 
was the newspaper campaign of this 


last year. 
COLEMAN on both sides 
of the fence 
in the advertising business. | can 
appreciate attitudes from both the 
agency side as well as from the ad- 
vertiser’s side. | believe with a closet 
working relationship between adver- 
tiser and agency, direct mail would 
benefit considerably. An advertise: 
very seldom challenges an agency 
when it comes to the handling of 
space advertising, radio or television. 
or 24 sheet posters, because exper- 
ience over the years has pretty well 
established the fact that most agen 
cies can very well do this. But for 
some reason, many advertisers feel 
that only they themseives can handle 
direct mail. I think if this mental 
block were broken the entire indus- 
try would benefit. 

Direct mail takes more time but it 
is not so different than the handling 
of any other type of advertising ex 
cept for the remuneration. An agency 
is in business for no other reason 
than all other businesses—to make 
a reasonable profit. It’s true that 
direct mail takes more noodling, but 
it takes all the salesmanship found 
in most advertising. Your talent in 
most agencies is usually at a highe: 
level; therefore, an advertiser has a 
right to expect more and better di- 
rect mail. For this reason, if con 
siderable time is spent, one should be 
willing to fairly pay and the word to 
underline is fairly. But if a good 
piece is prepared and produced well, 
the results far outdistance the cost 
involved. 

An agency isn't so different, as 
many are led to believe, than the 
people within the advertiser's own 
organization. I think in all businesse- 
you will find a certain number of 
learners and a certain number of 
lifters. I believe very definitely if 
these mental blocks were removed, 
and if a closer working relationship 
between 


I have been 


agencies and advertisers 
existed, everyone would benefit. 
Constructively, | would like to sug- 
gest that the DMAA might want to 
make an award to an advertising 
agency producing the most outstand 
ing mail piece of the year. | think 
one of the difficulties in the past has 
been too much concentration on the 
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FREE! 


qualified 
executives 


This handsome, elaborate Manval—color- 
fully GBC plastic bound—hos been months 
in preparation and is one of the most 
expensive and idea-stimulating books ever 
offered for selected distribution. Illustrates 
the many advantages of the modern GBC 
Binding System... increased efficiencies 
..savings in time and money... greater 
prestige, readership, and life for catalogs, 
reports and presentations. Pages lie flat— 
turn easily. You and your stoff will want 
to examine this informative manual. Send 
for your FREE copy today. Supply is limited 


General Binding Corporation 
812 W. Belmont, Dept. RD-1 Chicago 14 


NEW AND EFFECTIVE 


Top inquiry response 
Securing leads for salesmen 
More orders or subscriptions 


The Ahrend “Cut-Out Letter” 


gives you greater return per dollar invested. 


A low cost unit of personalized return card and 
letter, so easy to handle it cuts your mailing 


and production costs. 


Ask for full information now. Just call 


JU 6-2547 or jot your name on your company 
letterhead with the words “Cut-Out Letter” and 


quantities you mail, and send to... 


NOW. . offered to you for the 


first time 

this 
“MANUAL 

OF MODERN 

PLASTIC 

AND 

LOOSE-LEAF 
BINDING” 


General Binding Corporation 

812 West Belmont Avenue 
Dept. RD-1 Chicago 14, Illinois 

Please send me my FREE “Manual of 

Modern Plastic and Loose-Leaf Binding” | 

understand there is no cost or obligation 

Name 

Position 

Organization 

Address 

City State 


FOR... 


AHREND 
ASSOCIATES, INC. 
254 WEST STREET 

NEW YORK 19 


— 


DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mall Order Letters thet 
bring beck orders end cosh... 
Contacting Letters thet create and 
maintain good will between seles- 
men's calls booklets, folders, 
brochures, house orgens, circulers thet 
do the selling jobs you went them 
to do. Fully indorsed by « netion- 
wide cilentele. Winner of two OMAA 


Best of Industry Awards . . . Dartnell 
Gold Medal editor of IMP. 


“the world’s smallest house orgen. 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 


Hand-Lettering 


HAND-LETTERING FROM FILM 
$1.00 a word 


All styles. No minimum No “extras.” 
Glossy print for reproduction 

24 hour service—delivery anywhere in USA 

Order from Style Book DM free on request 


Film Lettering Division 
RAPID TYPOGRAPHERS, Inc. 
305 East 46th St, New York 17 
MUrroy Hill 68-2445 
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TURN MAIL BAGS 
TO MONEY BAGS 


...with these colorful new 
COLUMBIA ORDER AND 
REMITTANCE ENVELOPES 


Don't leave the crucial “closing” 
part of the sale to chance! Colum- 
bia’s appealing order blank and 
remittance envelopes are helping 
hundreds of successful companies 
increase returns. They come in all 
colors, and Columbia's experie 
creative staff helps you obtain 
exactly the right copy and effect 
for your product. Test Columbia 
envelopes on your next mailing. 
Delivery is fast and the price is 
right, too—send for samples and 
prices today! 


Complete Creative and Printing 
Service, Quick Delivery From Stock 
on All Standard Sizes, Styles, 
Colors and Textures of Envelopes 


2019 N. Hewthorne Melrose Pork, ill, \ 
1 Please send me i 
() free sample order and remittance ; 
env 
[the new Columbie Envelope Buyers ; 
Guide ' 
i 
— ; 
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advertiser and not enough attention 
has been given to the agency. I mean 
an all-round agency. Not one just 
specializing in direct mail. 1 alse 
think that you have concentrated too 
much on “campaigns.” Why not 
take outstanding individual pieces, 
because in many cases direct mail 
isn’t always an entire campaign? 


The Repor- 
DEMBNER 


ter regularly 

runs direct 
mail success stories. Some of these 
are fairly technical, as is often the 
case with trade magazines. Others, 
while equally useful and interesting 
to direct mail practitioners, have 
sufficient appeal for the general pub- 
lic. For example, we have the 
Around-the-World Shoppers story 
which ran in The Reporter and 
later in Colliers. | believe there are 
other case histories which can be 
told interestingly to the general pub- 
lic. Much more about the people in 
direct mail would be of interest to 
the public. The overall direct mail 
story needs telling and _ re-telling. 
How many people depend on direct 
mail for their livelihood? How many 
business concerns are involved? How 
much goods and services does direct 
mail move or help to move? How 
important is direct mail to the Uni- 
ted States economy and standard of 
living ? 

All the above, and more, should 
be part of a positive, continuing, pro- 
fessional direct mail program diree- 
ted at the general public, at key 
government officials and at important 
civic leaders. Public relations is a 
major function of every trade or- 
ganization. The DMAA has done well 
with its internal public relations, 
with taking countermeasures against 
postal rate increases, with publicity 
resulting from well-run conventions, 
but it does not have the time or staff 
to carry on a full-scale public rela- 
tions program. The DMAA should 
get the professional help it needs 
either by hiring a PR man or the 
services of a PR agency. Before any 
action is taken, the problems should 
be studied thoroughly but quickly se 
that decisions can be put into effect 
as soon as possible. Good public 
relations should start now. How 
should we go about it? 

1) State our objectives. 

2) Evaluate these in terms of money and 
time. 

3) Choose between a PR 
a PR agency. 

4) Decide definite PR responsibilities and 


staff man or 


delineate relationship with DMAA staff 
Allow room for speedy action 


and board. 
within the framework of DMAA policy. 
5) State the detailed PR program plan. 
6) Enlist active support of DMAA mem.- 
bers and especially The Reporter. 

7) Carry out the PR work. 
&) Continually weigh and 
program results. 

The benefits from good public 
relations will accrue to all DMAA 
members. It will answer many 
critics in government, in the press, 
and in the general public. Terms 
like “sucker lists” and “junk mail” 
will be overpowered by the positive 
public relations program. 

It seems to 
GARDNER me that so 
many people 
have the idea direct mail is a waste 
of time . . . waste of money, ete . . . 
that they should put a little more 
thought into using “useful” items in 
their mail programs to put over the 
idea of worth or value. We use a 
lot of engineering data frequently 
. or along with a push mailing, 
enclose some little item of useful 
nature which we know will be re- 
tained. It rather raises the stature 
of the subject and leaves a_ better 
taste. There’s been some “value” 
received. 

I hope, in 1956, that more com- 
panies will wake up to the potential 
of direct mail . . . but do it in such 
a way that the money and effort they 
exert will prove useful and profitable 
to them. Just for your own perusal, 
I'm sending a sample of the “pro- 
gram” put out by one of the largest 
rubber companies. | gave up even 
looking at their stuff a long time ago 
because it was never suitable. They 
don’t have any envelope stuffers. 
Nothing except catalog sheets and 
book information that could be used 
for direct mail work. And | argue 
to get a quantity of any half-way 
useful folders. Still think it would 
help . . . what you said on the last 
pages of the industrial direct mail 
work . . . for the ad managers to 
travel once in a while. 


analyze the 


Amusingly enough, have heard of 
several this past year who were re- 
tired on age and suddenly the com- 
panies have blossomed out with 
some useful material. They've need- 
ed new blood for a long time. 


In 1956 I 
GRUENINGER 


hope all of 
us will do 
what we can to point out that more 
money is spent on direct mail than 
any other advertising medium but 


| 
; 
» ash | SSS 
/| 
= | 
\ | 
| 
| 
| 
tor tree new 
ee, 
oo" 
COLUMBIA ENVELOPE CO. ~~ 
| 
| 
eae 28 THE REPORTER OF DIRECT MAIL ADVERTISING 


newspapers, and that direct mail —— 
very likely belongs in every market- Denn 
ing plan. The more speeches | make = 
to advertising men, the more aston 
ished I am that many overlook ot 
belittle direct mail. Often, | think, 
they do not understand its use as a 
marketing tool. 
From. per- 
GYMER sonal experi- 
ence the 
agency-ad manager field from 1912 
to 1940, | knew the ad boys pay lit 
tle attention to direct mail. When 
the whole budget is determined or 
campaign planned, too much atten 
tion is given to the flashy stuff 
four-color pages in national maga 
zines, full pages in newspapers, 
maybe TV. Stuff like direct mail, 
bus cards, billboards, radio (today), 
dealer helps, ete., are after- 
thought, with little time and money 
spent on them. From the agency 
viewpoint there's a hell of a lot of between profit and loss in direct mail. 
commissions in national stuff, with 
little work. Just run a flock of ele 
tros. From the ad manager's stand 
point, he’s a big shot with stuff in 
the Saturday Evening Post and For- 


tune. People like Leonard Raymon:l TENSION ENVELOPE Corp. 
and Larry Chait are doing a good New York 36, N. Y. Des Moines 14, lowa 
| St. Louis 10, Mo. Kansos City 8, Mo 


Minneapolis 1, Minn, — Fort Worth 12, Texas FORMVELOPE® 


job and it may take a long time. 

suspect the AAAA conventions draw 

more bigger brass hats, while DMAA 

brings out the second-string men. 
Maybe I’m wrong. 

The direct 

HARVEY mail indus- 

try, and our 

association (DMAA) in particular, 

should, in the new year, “talk up 


the ball game.” In other words, at 
should TM THE WORLD'S BIGGEST LETTERHEAD COUPON 
and tell the strong points and the With "he 


good points of our story in a con- 


structive and informative manner. WORLD'S BIGGEST LETTERHEAD BARGAIN 


loo many 


HEMMINGS people say iy Peerless Lithographing Company 


wbout direct 4301 West Diversey Avenue 


mail... “I tried it once and it Chicage 39, Mlinois 


didn’t work.” This is like the man , I'm attaching a copy of my present letterhead. Quote on. 
who was invited to play various thousand. 
games of checkers, chess, badminton, Send me your new 1956 Portfolio along with your lowest prices 
tennis and handball by a new-found on letterheads. 
friend. His reply to each invitation 

COMPANY NAME 
was, “No thanks, | tried it once but ; 
I didn’t like it.” Finally, to the sug 
gestion they play a hand of gin rum | city ZONE STATE___ 


ADDRESS 


it once and didn’t like it, but my 


son over there may be interested in FREE 


playing with you.” friend's Bie 1996 Porttotie of Modern MASS PRODUCTION 
atterheads Packed full of Pri heads 
classic reply was... “Your only son usable ideas for designing New wontitios from’ 6250 soa we 
Letterheads — for giving New money fects Free 
Life te Old Ones! Sena Coupon 


I presume!” 
There are too many advertising 
and businessmen today in need of 


CLIP AND MAIL ME TO-DAY! 


JANUARY, 1956 
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There’s only 
One 
DICKIE- 
RAYMOND 


ADVERTISING 
and 


SALES PROMOTION 


DIREC! 


for 35 Years 
Planning 
Writing 
Production 


470 ATLANTIC AVENUE 
BOSTON 
225 PARK AVENUE 
NEW YORK 


it yourself with) 


—the last word in paper type for offset 
and electronic reproduction. 
SETS EVERYTHING 
Anyone con set headlines and body 
text for ads, printed pieces of all 


kinds 
QUICKER, EASIER 
Presto Type comes on compact wooden 
type holders . . . aligns automatically 
to straight edge . tabs overlap 
allowing special spacing for special 
letter combinations . . . no opaquing 
between letters required. 
COSTS LESS 
Complete fonts from 
$2.25 to $11.25 
Hes up to 62 different characters on 
@ stick in pods of 50 each— 
3000 cheracters in alll. 


WRITE FOR 
CATALOG 
Showing 

130 Type Faces 


PRESTO PROCESS CO. 


243 N. WATER STREET 


ROCHESTER, N. Y. 


| 


direct mail sales support, passing up 
this golden opportunity because they 
“tried it work.” 
Direct mail people are too busy de- 


once and it didn’t 


fending direct mail instead of using 
strong offensive tactics to sell its vir- 
tues and capacity. Let’s eliminate the 
negative and accentuate the positive 
when it comes to writing and talking 


I do 


about direct mail. 
agree 


you, Henry 


that business forecasting or what you 
call “predictions” is an unimportant 
function. Business forecasting need 
not be “composed of glittering gen- 
eralities which are of dubious value.” 
It can be valuable when reporting 


not 
with 


participants are honest. A_ fellow 
named Ovis, who lived in ancient 
Greece, wrote poetry. In one en- 


titled Metamorphoses, he wrote: 


There is nothing in the universe, 
All ebb and flow, 

And every shape that is born, 
Bears in ite womb, 


A seed of change. 


The “Seed of change” caused many 
fluctuations in our economy. No 
business has a uniform pattern and 
the direct mail industry has a ter- 
rific “ebb and flow.” The business is 
highly seasonal and the seasons vary. 
It would therefore be extremely 
helpful, to all of us in this field, to 
have a recognized central reporting 
agency accumulating statistical busi- 
ness information that could be tabu- 
lated, and upon which 
could be made. From time to time 
Lewis Kleid gathers such informa- 
tion. Judging by the reception his 
reports there is a definite 
need for this type of information. 
Were more of it accumulated, fore- 
casts might be possible, 


forec asts 


receive, 


Properly edited, the forecast could 
used by newspapers and 
magazines. A lot of the material 
published in the various 1955 issues 
of The Reporter could have helped 
build good will for direct mail as 
an industry, had it re-edited 
for publication in 
consumer magazines. All this brings 


also he 


been 
new spapers of 


out two needs: 


1) Accurate and honest reporting for th: 
purpose of forecasting information to be 
used primarily by those who are in the 


business. 


relations unit that would 


2) A 


interpret this information for the general 


public 


reader or buyer-by-mail. 


A lot of sub- 
LATHEM jects about 

direct mail| 
have been given wonderful coverage. 
Direct mail selling is one. Success 
stories of direct mail campaigns by 
million dollar businesses is another. 
I feel there has been neglect in the 
field of the small business of an in- 
dustrial nature. That is, 
who advertise to other 
You did a wonderful issue on this 
subject last year. (September, 1954, 
Reporter.) 1 believe it would stand 
more thorough follow-up. I think 
more attention could be given to the 
relationship of industrial direct mail 
to other types of industrial adver- 
tising. For example, many of us, 
small industrial companies have a 
limited number of advertising dol- 
lars to spend. How much of this dol- 
lar should go to trade publications 
and how many should go to direct 
mail? How can each media be used 
to make the other more effective ? 


businesses 


businesses. 


I’ve been making some tests. We 
had always advertised by direct mail 
practically altogether. We decided to 
test trade publications which hit 
those special markets, such as auto- 
motive dealers, bottlers, banks, laun- 
dries, parking garages, etc. My re- 
sults showed an increase in returns 
from direct mail from busi 
nesses which were reached by the 
trade publication. Yet, my results 
from the couponed ad in the maga- 
zines have been small. I conclude 
that trade magazine advertising 
seems to lend prestige to direct mail, 
but the magazine advertising is 
worthless from inquiry 
point. Now, | am carrying this plan 
one step further. Mailings are now 
being made to the same list as those 
reached by the magazines. The state 
ment, “As advertised in blank maga 
zine,” is printed on each of these 
Early returns are 


those 


stand- 


special mailings. 
showing that this is doing even more 
returns. [| wouldn't be 
there are many 


to increase 
surprised but what 
trade publications 
very valuable case 
rect mail follow-ups of advertising in 
their publications. They should be 
publicized, 


who have some 


histories on di 


If someone 

MARGULIES can pull the 
direct mail 

field out of the cellar and establish 
it as a respectable advertising med- 
I know we are all 
It's kind of a long-range 


ium, going to 


pre ysper. 
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hope but maybe you're the boy to 


start working on it. 
(Ed. note: | am working on it and get 


ting plenty of help.) 


The biggest 
MORGAN improve. 
ment that 


needs to be made in direct mail is in 
the attitudes of many of the people 
in it. And that includes some of the 
so-called leaders of the industry. A 
lot of these people are suffering from 
a really acute inferiority complex 
about direct mail. All they 
think of is trying to get direct mail 
accepted by the advertising fraternity 
as another advertising medium of 
equal stature with those media wor- 
shipped by the boys along Madison 
Avenue. 

Personally, I think this attitude is 
nuts. | have always felt that the 
15% commission which 
“legitimate” advertising operates is 
an unfortunate and basically un- 
sound way for any self-respecting 
business to function. It puts undue 
strain on the honesty of creative peo- 
ple when they are expected to faith- 
fully serve one master (the advertis- 
er) while being paid by another mas- 
ter (the advertising medium). Would 
you go to a doctor who was paid by 
the drugstore that sold you his pres- 
criptions? Would you hire a_ pur- 
chasing agent and then pay him on 
the basis of how much money he 
could spend for you, not how much 
he could save? But that’s roughly 
what the advertiser does when he en- 
gages an advertising agency. 

I think the advertising profession 
has, overall, turned in a remarkably 
good performance, operating undet 
this basic handicap. But why should 
we in direct mail want to get our- 
selves into the same dubious position. 
Just because we think it will enable 
us to make an easy extra buck? The 
way things are going today, we may 
soon be very happy that we don't 
have the 15% commission setup. We 
may end up being accepted as the 
only major advertising form with a 
basically clean and ethical operation, 
with the others fighting for the very 
life of the serving-two-masters dil- 
emma which they've learned to love. 

Personally, as a direct mail man, 
I'm not a bit awed by the advertis 
ing profession, either on the basis of 
the way I see it performing in other 
media, or of its ethics. I'd rathes 
make a living in direct mail than in 
any other type of advertising, both 
respon 


can 


basis on 


because it is more directly 


sive and therefore more stimulating, 
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consultant-creative way. 


I'm Tired! 


Advancing age prompts me to think about selling a 
successful, profitable, direct mail activity. It's not mail 
order, but a creative service with no manufacturing or 
inventory. One man plus half a girl can operate it. 


This will appeal to a seasoned advertising-sales executive 
with a major interest in direct mail. He should know how 
to sell in person and by letter. He should be willing and 
able to pay at least $100,000 for a business netting 25% 
or more annually, | would expect to be retained in a 


No rush to sell, and I'm particular about who buys. if 
you think you have what it takes, write in confidence 
along business and personal lines. If your letter rings true 
I'll provide more detail, meet with you at a convenient 
time and place, give you every opportunity to investigate. 
Write The Reporter, Box 14, Garden City, N. Y. 


For such concerns as you see 
listed below—many of whom 
have used our service for 25 
years or longer. 

The method —kindly but firm 
—putting on pressure as the 
system progresses— getting 
results where others fail! 

The cost—straight commission 
basis—No Collection—No 
Charge! 

We'll be glad to send 
you the facts—and 
they'll prove interesting. 


ARROW SERVICE 
271 State Street 
Schenectady 5, N. Y. 

—Among Those We Serve — 


Atlantic Advertising Co., Inc. @ 
Miles Kimball e Hammond Map 
Co. @ System Bible Co. @ C. V. 
Mosby Co. @ Robert James Co. 


MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge, 39, 


Mass. 
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You can tell 
your story better by 


¢ color lithography 


You can show 
your product better by 


color lithography 


You can save 
on printing costs by 


color lithography 


and... FOR FINEST QUALITY 
FOR DEPENDABLE DELIVERY 
FOR GREATEST VALUE 


ask anyone about 


color 


lithography 


by 


the MEEHAN TOOKER co., inc. 


160 VARICK ST NYC 13 * AL 53260 
MAIL DISPLAYS FOLOERS BOOKLETS 


We Have Never Missed A Delivery Date! 


or you acll by mad 
here's a tip from the 
experts to profit by... 


Many of the country’s most success- 
ful mailers (large and small) ask us for our 
list recommendations before making up 
their test schedules. They know from expe- 
rience that we can help them obtain the 
most responsive lists for their direct mail 
offers 


This same service 1s yours FREE for 
the asking. Simply return the coupon below 
and we will send you complete details about 
the lists which we believe will bring you the 
best results 


CHARTER MEMBER 


National Council of 
Mailing List Brokers 


PHONE 
ORegon 7.4747 


Fert eer ee eee eee 


‘witts MADDERN, Inc. 


215 Fourth Avenve, New York 3, N.Y 


Please send ws complete deteils more 
for eur direct mall or mail 


| 


lene 


and because it can be more honest 
and independent in its relations with 
the people it serves. So I propose 
that in 1956, the direct mail indus- 
try declare a moratorium on this 
bootless business of trying to make 
like the big boys along Madison Ave- 
nue. Because actuaily, they have 
more reason to emulate direct mail, 
on the basis both of ethical standards 
and of measurable performance, than 
direct mail has to emulate them. 
What makes 
PECK the news- 
papers so 
full of venom when they run into 
competition for the advertising dol- 
lar from direct mail? Why do they 
write vicious editorials about “junk 
mail” and fail to shed tears for the 
underpaid letter carrier whose mail- 
bag bulges with pounds of magazines 
and newspapers? The phenomenal 
growth of direct mail advertising is 
a matter of record. In it lies the 
answer to the attitude of the press. 
Every day, here in our shop where 
we can handle 250,000 mailings per 
day, we have watched this growth. 
More and more manufacturers, dis- 
tributors, retailers are learning by 
profitable experience that it pays to 
use the mail in a big way. News- 
papers are afraid of competition 
from direct mail. It is fear .. . 
stupid, unreasonable fear . which 
makes the press antagonistic to di- 
rect mail, fear of losing advertising 
revenue. 

Listen to this. Within a few days 
after one of our papers carried a 
vituperous attack on direct mail 
junk mail-——what arrives in the mail? 
An invitation from the very same 
newspaper offering a three-month 
trial subscription by mail at bargain 
rate. Did the paper advertise the 
bargain offer in their own pages? No. 
The special deal was only for new 
subscribers. What does that prove? 
It proves that when the press wants 
to build circulation it uses mail 
junk mail—to achieve its aim. If 
this is not the height of inconsis- 
tency. In the editorial office, third- 
class mail is condemned. In the cir- 
culation office, third-class mail comes 
to the rescue of circulation. Psychia- 
trists, | think, have a word for such 
irrational behavior: Schizophrenia 
(meaning split personality). 


| don’t think 
PINKERTON 


direct mail 
is well re- 
garded by many advertisers as a 
specific general medium deserving of 
the same consideration and attention 


that other media receive. There 
should be wider publication of stor- 
ies by authorities on the effectiveness 
.” direct mail, in general, as well as 
a vertising and graphic arts media. 
Tuis could be particularly true if it 
were tied in with undertakings such 
as those affecting great social moves: 
collections achieved for important 
charities and other matters of 
national and local interest. Greater 
and greater attention should be paid 
to efforts focused on advertising 
agency men of all categories. That 
covers contact men, the creative 
groups and agency management. 


One of the 
RAUCHENSTEIN 


biggest prob- 

lems direct 
mail has to face these days is status. 
One agency president here in St. 
Louis always refers to it as “drech 
mail,” with the strictly German pro- 
nunciation. Oddly enough, when he 
promotes his own agency in his 
quest for new business, he uses sales 
letters, complete with gadgets! 

All the publicity a year or so ago 
about post office practices, third 
class postal rates, etc., didn’t help 
direct mail a bit, either. Someone 
tagged the circular mailings as “junk 
mail,” and the name stuck, until 
today. If you go for that mass mo- 
tivation idea, you'd probably find a 
strong association in people's minds 
between “junk” and “direct” mail. 

In spite of this handicap, I believe 
direct mail is going to be the sub- 
ject of more exploratory work in the 
future than any other type of adver- 
tising. It’s a question of avenues of 
approach. The average person today 
just cannot assimilate what he’s get- 
ting in all media, and the only way 
to command his exclusive attention 
is through a single piece properly 
directed and expressed. 

It's awfully 

REED hard to get 

a crusade 

under way where general publicity 
is needed. The other media—news- 
cast a jaundiced 


papers, radio, ete 
eye on any publicity release which 
has anything nice to say about di- 
rect mail. You know that. Still, 
clients are apt to use television to 
call attention to direct mail. One 
publication used a spot television 
campaign in which they asked view- 
ers to watch for a special offer 
they'd receive in the mail. I some- 
times think we'd be better off if we 
quit trying to “fight” the other 
media. Let them take all the digs 
they want to at direct mail, but let 


THE REPORTER OF DIRECT MAIL ADVERTISING 


mer 
and 
4 
ay 
' 
ak 
' 
' 
' 
+ 
! 
' 
fe 
; 
A 
by. 
ees : 
ig 
5 
beste 
igh 
' 
= 


us continue to “sell” the business of 
direct mail and what it can do by 
using direct mail properly. 

As you and | both know, direct 
mail has many, many uses—sales- 
man’s support, building dealer-dis- 
tributor organizations, implementing 
the natural advertising at the local 
level. Why not talk about those 
things rather than so much mail or- 
der? | don’t remember the exact 
quotation eo Shakespeare said 
something along this line: “Methinks 
he protests too much.” | think us 
guys in this business are inclined to 
protest a little too much. 

When the newspapers came out 
with the publicity about junk mail, 
we added to the flame by giving the 
thing more publicity through our 
own efforts. Direct mail is growing. 
It has grown for years. It is attain- 
ing some stature now. Naturally 
other media are going to take pot 
shots at us. Agencies are always 
taking cracks at direct mail because 
they don’t know what it is. Direct 
mail is too much work for an agency. 
They have to write too much copy. 
And they don’t know how to charge 
for it. They'd rather do an ad and 
put it in 150 publications and call 
it a day. 

The good 
ROBERTS news we've 
been getting 
about direct mail—its high percen- 
tage of readership and retention—is 
going to bring many advertisers into 
the medium for the first time. They 
may try to use direct mail as they 
have been using other media. They 
need to be cautioned that there is 
one great distinction about direct 
mail. It is the most selective of all 
media. To get full advantage of it, 
mailings must be to persons and 
firms who for some reason or other 
are selected as having more than an 
ordinary interest in the product or 
service advertised. 

Broadcast advertising by mail can 
be costly, wasteful, and it can hurt 
all direct mail. In my opinion, this 
quality of selectivity explains a great 
portion of the high percentage of 
readership registration in the minds 
of the readers, and retention. If sel- 
ection is right, you start with inter- 
est. That's at least half the battle. 


My pet peeve 


RUMAGE is the thoro- 

ughly unrea- 

sonable attitude of the public in con- 
nection with direct mail. This is 
true even among important advertis- 
ing people and those who should 
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TENSION RELIEVERS 


**No use Doc. Nobody or nothing CaN See 


through a 


It’s no secret where to look for top quality envelopes 
and speedy service! Write or call 


“TENSION 


WEW YORK 36,6. Y. © 522 Fifth Avenue DES MOINES 14, IOWA + 1912 Grand Avenue 


ST. LOUIS 10, MO. + 500! 
“A 


MINNEAPOLIS 1, MINN. * 129 North 2nd FT. WORTH 12, TEXAS 5900 East Rosedale 


Tension ‘Artlined’ Envelope!” 


ENVELOPE CORPORATION 


% 
OPES-TENSION ENVELOPES-TENSION ENVELOPES 


Southwest Ave. KANSAS CITY 8, MO. © 19th & Compbell Sts. 


ENSION ENVELOPES-TENSION ENVELOPES -TENSION 


letters 


look 
better 


on brighter, whiter 


WESTON BOND 


Just tell your printer to use brighter, whiter 
Weston Bond for your letterheads and match- 
ing envelopes. This fine rag content paper 
costs no more yet makes a striking difference 
in appearance and performance. 


Write for Sample Book (¥| am BYRON WESTON COMPANY 


Address Dept DM 


Uy, DALTON, MASSACHUSETTS 


Makers of Fine Papers for Business Records Since 1863 
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IT WAS 
AND WE 
DIDN'T SEE IT 


Besides abou 


conventional 


bettomless 


THERE 


t 2,400 lists covering every 
category, | have access to 
well—almost—of names 


and addresses divided into three econo- 


mic groups: 
Average Inco 


Above Average income, 
me, Below Average income. 


1t took a good deal of money and the 
services of 108 correspondents located in 


every part of the nation 
these three groups. 


wre didi Tw 
in the USA. 
orders, are uv 


fo segregate 
But it paid ovt, it 
of the largest publishers 
who favor me with huge 
sing these lists in increasing 


quantities. Anyone who tries them will be 
pleasantly surprised. Because the segrega- 
tion of the three groups was done care. 
fully and conscientiously—and the names 
ond addresses are all current and ac- 


curate 

Let me help you identify the lists best 
sited to your need. Send for our 
Quarterly List Bulletin. 


ALBERT MAILING LISTS 


120 


Liberty Street 


New York 6, N. Y. 


Tel. 


REctor 2-7573 


getting 
leads 
for 


one of 


your headaches? 


Then you'll want to get the facts on our kind 


of Sales Letter 


with the built-in reply card 


You'll be joining a mighty impressive list of 
bive chips, too, who've learned that the 


built-in reply 


card boosts responses, 


lowers selling costs! 


One stop service for creative printing 
and mailing saves your time keeps you busy 


planning instead of just picking up loose ends 


Why not send 


now for more information and 


samples of recent successtul promotions? 


ALES LETTERS 


‘153 W. 23rd 


New York 
Telephone WAtkins 9-2680 1 


know better. How are we going to 
convince people that direct mail is a 
scientific, mature, positive medium 
and is not composed of a bunch of 
smudgy guys down the street with a 
broken-down press turning out nasty 
cards between cheap handbill jobs? 
Perhaps with the thousands of new 
businesses coming into direct mail, 
attitudes will change as time goes on. 
especially if we all do a better job 
of upgrading the medium. 

The average person doesn’t realize 
that all advertising matter, including 
magazines, newspapers and every- 
thing printed, is eventually thrown 
and nine-tenths of it missed 
completely in the first place. All 
radio and TV advertising is ignored 
or turned off, and virtually discarded 
or thrown away also, but the aver- 
age person doesn’t stop to figure 


this out. 
SEGAL agencies, di- 
rect mail 
consultants and practitioners are too 
concerned about winning awards for 
clients and self on “appearance” of 
product and not on “results” of ef. 
fort. Change annual DMAA “Bests” 
to those obtaining best dollar results 
for users. 
to see the 


advertis 


ing agencies of this country stop 
touting the so-called importance of 
using reprints of publication adver- 
tising as enclosures. The side claims 
of economy are false to say the least. 
It is ridiculous to assume that a 
magazine advertisement, designed for 
a specific circulation, can be expect- 
ed to act equally well, or better, a< 
an enclosure. A more positive state 
ment would be to suggest that agen- 
cies stop treating direct mail as a 
necessary evil when the client is in- 
terested in it and stop agencies treat- 
ing direct mail in a haphazard fash- 
ion. 


away, 


Too many ad 


I would like 


Along with 
SHURTLEFF other agen- 

cies speciali- 
zing in direct mail in similar mar- 
kets, we have been hurt bad by the 
infamous “junk mail” propaganda 
sponsored by the newspaper indus- 
try. But there’s a lot of truth in the 
old saying, “Nothing is as dead as 
yesterday's newspaper,” 
around these parts the general pub- 
lic has all but forgotten about the 
campaign. Unfortunately, many pros- 
pective clients, executives of firms 
who should be using more direct 


b ecause 


mail, remember it only too well. | 
know dozens of otherwise intelligent 
advertising men who honestly believe 
all direct mail is “junk.” They are 
afraid to use it because they are “ab- 
solutely certain” their customers and 
prospects won't read it. That mis- 
taken belief is the only dark cloud 
on the 1956 horizon. We intend to 
do something about it!! 

For the next six months, we plan 

to send educational direct mail pieces 
to all prospective direct mail users 
in the Peoria marketing area. The 
basic purpose of each piece will be 
to tell the truth about direct mail 
advertising. The second goal, of 
course, will be to promote our own 
services. It should be the duty of 
every agency and lettershop in the 
United States to devote a part of 
their advertising funds to this type 
of educational work. Like the shoe- 
maker’s son, though, most agencies 
and letiershops never seem to have 
the time to get out their own mail- 
ings. In most instances the creative 
work is the stumbling block. 
(Ed. note: Flavel then suggested an ex 
change of proofs and idea arrangement 
between agencies, lettershops and printers 
interested in such an idea. Outlined in 
detail its operation. Then continued.) 

If enough lettershops and agencies 
would be willing to support such a 
service, | know it could be made to 
work for the benefit of all. There is 
a crying need for good public rela- 
tions work and there’s not much hope 
of getting any help from the news- 
papers. We've got to do it ourselves. 
We've got to make use of our own 
medium to tell every possible pros- 
pective direct mail user the truth 
about direct mail advertising. I'll be 
more than glad to hear from any 
reader interested in discussing this 
matter in more detail. 

As we see it, 

VANDER BRINK The Report- 

er can start 
1956 by alerting the creative plan- 
ners and producers of direct mail ad- 
vertising to a “once in a lifetime” op- 
portunity to demonstrate the latitude 
and the value of direct mail adver- 
tising in selling an idea! Then, to 
paraphrase Emerson: “What it does 
will speak so loudly that people will 
forget the pet peeves, sore spots and 
the insulting names it has been 
called.” 

No doubt you've heard of the in- 
dustry-wide, coast-to-coast promotion, 
“Operation Home Improvement,” 
sponsored by the U. S. Chamber of 
Commerce and underwritten by 27 
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trade associations and 40 manufac- 
turers. Program starts January 16. 
This crusade, in our opinion, pro- 
vides an excellent opportunity for 
direct mail advertising to demon- 
strate its value in every phase of 
promotion, on every level—national, 
regional and, in particular, on the 
local level. We, at Arthur Thompson 
& Company, are designing and will 
soon produce a line of direct mail 
material for dealers in building mat- 
erials, home equipment, contractors, 
banks and loan companies. 


tu} 
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ALL THE CORRESPONDENCE re- 
ceived on this project, only one 
letter mentioned the inconsistency of 
the term “direct mail.” Here is the 


quote: 
direct mail 


advertising is 


the world’s biggest misnomer in the 
world of advertising. selling and 


The term 


merchandising. Everyone his 
brother knows that a piece of mail 
advertising is “directed” at or to 
somebody. This is an archaic ex 
pression that went out with the ice 
man, the three-tube “superhet” radio 
and the Stutz Bearcat. Let’s call it 
mail advertising and omit the adjec- 
tives, modifications and apologies. 
Mail advertising is beginning to suf- 
fer from creeping dogmatism. 


Too many of us in the profession 
are getting cocky, over self-assured 
about our methods, results and that 
we know all the answers and the an- 
swers to come. A certain amount of 
humility in all of us will be mighty 
helpful. Too many of us in this 
business are either ashamed of di- 
rect mail advertising or else seem to 
profess a profound ignorance of its 


economic importance to America and 


the free world. The DMAA should 
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All items feature the official seal 
and are designed to sell Operation 
Home Improvement on the local 
level. Newspapers will be selling 
special Home Improvement editions 
and tabloids. Radio and television 
have much to offer. Trade shows 
and expositions are essential to the 
success of an OHI promotion on the 
local level. creative printer ot 
lettershop operator will find abun- 
dant opportunity to tie in direct mail 
with every one of the above men- 
tioned media. 


(Ed. note: Those interested in program 
can get a valuable OHI direct mail kit by 


writing Van at the Thompson Company.) 
There is an 
increased use 


VANDER PYL 
ot direct 


mail by automobile companies. The 
term “junk mail” addressed to “oc- 
cupant” has not discouraged the use 
of direct mail. It has, however, in- 
creased personalized mailings. And 
progress in production methods has 
helped on the speed and economy of 
personalized mail. @ 


WE HOPE FOR... 


Serious thinking about a possible change in the 


terminology or description of the medium. (Is “direct 


mail” the right word?) 


do a public relations job within its 
own membership. We must contin 
ually sell ourselves and others as to 
the greatness of “direct mail” 
whatever it should be called. 

For example, take the case of the 
producer of direc, mail. A printer. 
Most of his business here in this 
area is printing direct mail for some 
publishers and associations who lit- 
erally use tons of the stuff. When 
asked about direct mail, this printer 
had the idea that he was printing 
“material” or else “promotion litera 
ture” for his “customers.” When 
querried still further, after another 
martini, this supplier said, “Oh yes, 
direct mail. Isn't that the ‘stuff’ they 
stuff in my mailbox every morning? 
I just chuck it out.” After another 
martini he finally admitted he pur 
chased some items by mail. 

* 

BUT... read over most of the 
opinions in project six again and 
you'll discover an undercurrent of 
doubt about the term. Many of the 
correspondents bewailed the fact 
that agencies, executives, small busi 
nessmen, ete., did not understand 
“direct mail.” Many people confuse 
it with mail order or cheap cireu- 
lars. They confuse it with junk. 

This reporter isn’t taking any defi 


nite position right now. He doesn't 
know the right answer. But he knows 
something is wrong some place. Di- 
rect advertising, as a substitute, is not 
the answer. All we know is that the 
direct mail fraternity ought to do 
some serious thinking about the 
problem. Either accept the accepted 
term “direct mail”: not apologize 
for it: promote it by sensible ex- 
plaining; or find a substitute that 
will describe “written communica: 
tions” or “contacts by mail.” 

Some of the trade papers haven't 
been too helpful. Drug Trade News 
ran an editorial consplaining that 
physic ians were getting too much 
mail. Industrial Marketing had a 
recent article deploring the use of 
too much printing by industrial ad 
vertisers. Another piece tried to 
prove that secretaries in industrial 
companies throw out most of the 
mail... and on and on. In spite 
of all that, we are getting encourag 
ing reports of improvement in in 
dustrial direct mail, especially dealer 
helps. 

In other words, there is confusion 
about “direct mail” as a term or as 
a description of a medium of com 
munication. What's the answer? 
That should be an important think. 
ing project for 1956, 


— 
at 
We 
thine 
igs 
4 


7 


& 


‘ver since the Chicago (Septem- 

Aber 1955) DMAA convention 
when Leonard Raymond made his 
masterful Readership Survey Report 
(printed in full in October, 1955, 
Reporter) . the advertising press 
has been full of the subject. There 
has been much confabing about it. 

Without further comment from 
this reporter . . . this is a cross sec- 
tion of opinions from the experts: 


I would cer- 
4 R. ANDERSON tainly like 
lo see more 
legitimate and carefully done read- 
ership surveys, somewhat similar to 
what Leonard Raymond did this 
year. | am a firm believer that di- 
rect mail is read much more than it 
has received credit for. I also be- 
lieve that as the newspaper and 
magazines grow in number and/or 
size, and as TV cuts into people's 
reading time, that direct mail will 
get more and better readership. 
it he a good 


BOYER 


up a direct mail research project to 
analyze successful direct mail cam- 
paigns to find out what makes them 
tick? Much progress is being made 
along this line with publication ad- 
vertising. So far as | know, there is 
a wide open field for such research 
in direct mail advertising. 


Why wouldn't 


For the good 

BROWN of direct 
mail... let 

us gain knowledge through research 
(my hat is off to Dickie-Raymond). 
Let us admit cheerfully that, in many 
cases, if we were spending our own 
money, we would perhaps use news- 
papers, magazines, or whatever was 
best. Let us know (not guess) the 


limitations of direct mail, but also 


More study of the possibilities of readership surveys. 


fully understand its tremendously 
wide scope and power. Let us sub- 
stitute knowledge for starry-eyed 
theory and hunch. Let us gather 
hard facts instead of wild claims and 
assertions. In short, let us strive to 
he professional . . . with all that 
the word implies. In such cases I 
don’t believe we'll have many gripes 

and direct mail will move up- 
ward and onward to its rightful place 


in the sun. 
reader- 


ship studies 


are a wonderful step in the right di- 
rection and should do much to im- 
prove the stature of direct mail. 
Leonard Raymond and the others 
who have pioneered in this effort are 
to be commended. Before they are 
through they will have made an ex- 
tremely valuable contribution to the 
whole industry. Too many people 
now are basing evaluation of their 
own experience with direct mail 
solely on the number of reply cards 
they receive as the direct result. 
wouldn't be 


so much at- 


tention brought to the value of direct 
mail. I would like to see less sur- 
veys of readership. We know how 
successful direct mail has been for 
us and we would appreciate it if 
there wasn’t so much direct mail 
used for we get wonderful reader- 
ship. If we get to a point where 
there is too much direct mail used. 
I am afraid it won't be read and 
that will be a sad day. In other 
words, I would like to keep out the 
competition for readership of our 
pieces. | would be happy if people 
didn’t know too much about the 
value of direct mail. There... I’ve 


What do you think of that 


The present 


I wish there 


said it. 
answer ? 
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Personally, I 
DUGDALE do not see 
much value 
to the readership surveys. If I can’t 
get back a profitable response to a 
mailing it does not do me much good 
to know that 67% of the people ad- 
dressed read the effort, or that half 
of the 67% remember reading it a 
week later. A 6% response in the 
form of orders is a swell readership 
survey to me and I don’t care what 
happened to the other 94%. The 
Evening Bulletin in Philadelphia tells 
me that nearly everyone in Philadel- 
phia reads the Bulletin. But they sure 
as hell don’t answer my ads the way 
the readers of the Inquirer do. 
I would like 
GUY to see even 
more atten- 
tion given to the readership (the res- 
ponsive power) of direct mail. | 
would like to see the DMAA prove 
the value of direct mail, via a chan- 
nel leading through its industrial 
members down to retailers. Retail 
merchants who have used direct mail 
correctly often believe in it, we find, 
more than they do other established 
media. But many inexperienced souls 
(heels) toss it off with, “I throw all 
my third class mail in the waste- 
basket.” Don’t you think that indus- 
trial members, working through their 
distributors and salesmen, could do 
even more of an educational job than 
is now being done? 
ship surveys 


prov ide good 


third person selling material, to sub- 
stantiate what would otherwise be 
loose, unproveable claims. But let’s 
guide these facts to sound conelu- 
sions. Too many people preparing 
or reading surveys use the facts like 
a drunk uses a lamp post—for sup- 
port—illumination. Let’s make our 


Reader- 
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direct mail surveys more illumina- 
ting and less supporting or defen- 
sive. 
I think read- 
ership —sur- 
veys are a 
It seems obvious to 


LATHEM 


waste of time. 
me that direct mail is sent to ac- 
complish a certain purpose. If it ac- 
complishes its mission, then rest as- 
sured it was read. If not, it makes 
no difference whether or not it was 
read. 
I'm thrilled 
MACKIE about the 
possibility of 
readership surveys and | think they 
should be continued and expanded. 
DMAA certainly might get into the 
picture. There’s much to be done in 
this field. 
ership sur- 


veys, such as 


Dickie-Rayvmond has been doing, are 
wonderful. They prove for non-mail 
order direct mail what those of us in 
mail order have known for a long 
time . . . that good direct mail does 
get read, is remembered, and is acted 


upon, 
PINKERTON heen so over- 
d one b y 
other media that | think they are 
losing some of their eflectiveness. 
ahead to 


RAYMOND 
1956, IT think 


the most important general or out- 
side activity is continuing our reader- 
ship studies. The Chicago DMAA 
talk really had a very wholesome re- 
action. Contemporaries in the crea- 
tive field liked it because it is mater- 
ial they can use in selling their own 
creative services. What's more, it 
has created quite a bit of interest 
among some of the bigger advertis- 
ers who are concerned with reac h- 
ing selective markets with just pure 
advertising and suspect that perhaps 
they are not getting the penetration 
they should have through trade and 
business papers. You know our re- 
action to that one, for while we do 
a fairly good direct mail job in sell- 
ing our own services, a good part of 


| think read- 


Surveys have 


Looking 


our budget goes into space in the 
advertising trade publications, the 
Wall Street Journal, etc. So for 1956 
we think about the best thing we can 
do for ourselves and the industry is 
to continue the readership studies on 
direct mail under the direction of 
Dr. Brown. 

As you know, we made 10 studies 
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The Brand of Superior Service in Direct Advertising 


Here are the coast-to-coast services offered by Western Empire and its Associates; 


MASS MAILINGS—TO OCCUPANTS 
COUPONING—BY INDIVIDUAL SPONSOR 
CO-OPERATIVE COUPONING 
COUPONING—"BRANDS YOU KNOW” 
SAMPLING—BY MAIL 

PREMIUMS—BY MAIL 

REFUND OFFERS 

DISTRIBUTION -HOME-TO-HOME 


DIRECT MAIL 

GENERAL MAILINGS 

MAILING LISTS—COMPILATION 
AND MAINTENANCE 

CONTESTS 

POINT-OF-PURCHASE 
MERCHANDISING 


For the beat buy, check with 


WESTERN 


EMPIRE 


DIRECT ADVERTISING COMPANY 


612 Howard St., San Francisco 5, California 


Phone GArfield 1-8500 


SALES OFFICES 


NEW YORK 


141 East 44th Street 
New York 17, N. Y 


CHICAGO 


333 No. Michigan Ave 
Chicago 1}, Ill 


HONOLULU 
1009 Waimany Street 


Honolulu 14, Hawaii 


PHOTO-ENGRAVERS 
You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR |émm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. S. A copy of ‘The 
Art and Technique of 
Photo Engraving’ will 
aid you with your pro 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrroy Hill 9-8585 
Branch Off: Newark, N.J., Allentown, Pa. 


Over 1,000 
Shop Owners 
Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services. . . . 


Write: 
MAIL ADVERTISING 


SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35. Michigan 
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this year. Reported on 8 of them at 
the DMAA September conference. 
Right now they are tabulating the 
returns on a Pitney-Bowes study, and 
one for General Electric Air Con- 
ditioning Division is in the works. 
We plan 10 additional studies for 
1956. We may finish only 8, because 
not only do they take time but they 
cost money, both sizable considera- 
tions. It is our thought to continue 
to sponsor and to finance these stud- 
ies through 1956. By that time the 
techniques would be worked out to 
a point where they could be turned 
over to an independent research or- 
ganization which could continue to 
work on their own hook or be fin- 


anced by the industry. While the 
DMAA might contribute to this 
work, I don’t believe the studies 
should be made by the DMAA any 
more than they should be made by 
D-R. Perhaps the National Indus- 
trial Advertisers Assn. might take 
them on for another year and, after 
that, an independent research or- 
ganization be set up to do the work 
for the industry or, for that matter, 
anybody who wanted to have a re- 
search conducted. 

should be 


surveys of 


readership if for no other reason than 
to use the same accepted techniques 


Sure there 


Now SCRIPTOMATIC offers 

AUTOMATION — COMPLETE 
PUNCHED CARD SELECTIVITY 
with HIGH-SPEED ADDRESSING 
-..in a SINGLE MACHINE RUN! 


NEW 
ELECTRONIC SENSING 
MECHANISM 


PROVIDES 
LIST HANDLING 
FLEXIBILITY 
AND CONTROL 


Never Before Possible 


By means of programming the data input panel on Scriptomatic's new electronically 
equipped addressing machines, you get selectivity on the basis of a particular 
hole punched in the master card... or lack of a hole... or a combination of holes. 
This means you now can select, reject, print or skip cards at the same time you 
are addressing them. Automatic counters may be installed to give you up-to-the- 
minute counts on all the “if”, “and” or but" categories you have programmed. 


Sensing mechanism and master cards are designed by Scriptomatic specially for 
your individual requirements, or the master may be a standard punched card. 
Write today for more detailed information on this new development and other 


Scriptomatic methods and equipment. 


Serptomot« regiutered Trode Mert of Seriptomotc, inc 


SCRIPTOMATIC INC. 


300 North lth Street, Philadelphia 7, Po. 


used by publications. However, di- 
rect mail needs less of this “reader- 
ship” and motivation study business 
than the general media. | may seem 
to be contradicting myself, but 
when you come right down to it, 
most direct mail is based on the in- 
quiries it produces. 
There should 
RUMAGE he 
reader- 
ship studies like Leonard Raymond's 
especially if well-documented 
as his was. If we can prove more 
readership beyond immediate inquir- 
ies, that would be a great plus for 
our media. Before you have cus- 
tomers, you must have readers . 
and direct mail delivers 
readership than many of us realize. 
But it must be proved and put over. 


I think that 
SHUGART 


reports of 

reader- 
ship in direct mail make very weak 
supporting arguments. If you could 
sit in my chair as advertising mana- 
ger and see the almost unending 
spew of literature from publishers all 
over the country that I am asked to 
digest in the name of readership 


more 


greater 


studies, you would understand my 
dislike of the word. Direct mail does 
one of two things, or it does nothing. 
Direct mail either develops 
kind of action or it attempts to make 
some kind of impression. Who cares 
whether direct mail is read or not if 
you are out to get action. If you are 
out to get impression, all of the 
readership studies in the world will 
not alter one wit the opinion of the 
user. He believes or he doesn’t be- 
lieve, and which is better, a reader- 
ship study for an impression mailing 


sone 


or an enclosure of some kind, which 
combines the action point with that 
impression? @ 


A CHOICE 
OF WORDS 


A wealthy farmer decided to go to 
church one Sunday. After the services, he 
approached the preacher with much en 
thusiasm: “Reverend, that was a damned 
good sermon you gave.” 

“I'm glad you liked it, but I wish you 
wouldn't use those terms in expressing 
yourself.” 

“I can't help it, Reverend. I still think 
it was a damned good sermon—and I! 
was so impressed [ put a hundred dollar 
bill in the collection box.” 

“The hell you did!” exclaimed the 


preacher. from —The Toastmaster 
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_ HAD MANY INQUIRIES on 
the subject . . . so asked the 
opinions of the experts on our cross- 
section panel. 


Some of the answers were nearly 
as confusing as some of the 
speeches and panels I’ve heard. Per- 
sonally, I think the mass motivation 
proponents are talking about the 
same thing as did the simple-talking 
Kenneth Goode and Donald Laird 
years ago ... although the new 
crop have managed to make it sound 
mysterious. We think it all boils 
down to Ken Goode’s familiar ex- 
pression: “Find out what people 
like . . . do more of it. Find out 
what people don’t like do less 
of it.” 

But let the panel speak: 


I don’t know 
4 R. ANDERSON what to say 
about motiv- 
ation research. Theoretically, the 
idea is good; practically, | haven't 
seen or heard very much that sounds 
too useful or practical. My advice 
would be to watch it closely, handle 
it gingerly, and not go overboard. 
This is another field that could 
be worked very well through schools. 
They are set up to do research in 
this kind of field better than anyone 
else. Sometimes | think we would 
all be better off if we would reduce 
what we know to certain principles 
and stay with them until we have 
reason to change. I was especially 
interesed in Ed Mayer’s article in one 
of The Reporter's last summer (July 
1955) in which he tried to do that. 
While one or two of the points might 
still be debatable, | think it’s better 
to accept them until we have definite 
proof that something else is better. 
There is so much trash produced 
that many people don’t know what 
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WE HOPE FOR... 


A definite move to determine whether the fad for 


“mass motivation research” should spill over into 


direct mail. Or. . . should it be forgotten? 


to think about many angles of direct 
mail, 
Forget the 
CLAWSON rage for 
tion surveys. | see so many of them 
that I don’t believe any of them. 
Every magazine comes in with a 
survey to show that their magazine 
is the best. I've come to the con 
clusion that the only way you can 
make a survey is to go and see 
exactly what your customers read, in 
their office or in their home. You 
can't believe what they will tell you 
on a questionnaire or an interview. 
You have to go and actually see 
what they are doing. Who can afford 
that kind of a survey? 


mass motiva- 


Motiva- 
DOPPLER tion re- 
search? It's 
a coming thing. What makes people 
tick? Why do they act as they do? 
In the TB game, we played around 
with it. When we offered free chest 
x-rays, found a lot of people wouldn't 
have it even if it was free. | don't 
think you can ignore it. Of course, 
the methods are again based on sta- 
tistical data and probably there is 
the place where the non-mathemati 
cians get lost. 
Motiva- 
GARDNER tion (oops) 
surveys? 
Seems to me that anybody spending 
their money for direct mail has to 
scan their own market first and know 
their market or their recipients. This 
would often be an area-type thing. 
I've read many of the surveys and 
motivation things but they didn’t do 
my problems a bit of good. They 
applied to totally different circum. 
stances or to different seasonal areas. 
One of the problems, it seems to me, 
is still the 
rather than 


business of selection 


motivation. If direct 


mail users were a little more careful 
about selection of lists . . . and 
selection of material to go to those 
lists... there might not be so much 
beefing about direct mail being 
junk. 
Mass motiva- 
HEMMINGS tion suveys? 
Let's fe rget 
it. The bright, twinkling star of di- 
rect mail success is still selectivity. 
Let's do more personal motivation 
rather than mass motivation surveys. 


RE Now when 


you come to 

the business 
of motivation surveys, | think you're 
treading on very shaky ground, | 
attended a some 
time ago and the matter of automa- 
tion came up. The president of the 
company got up and said he didn't 
think they should dwell on automa- 
tion because nobody knew enough 
about it to make such a discussion 
helpful. I think motivation research 
is in the same position. I listened to 
the motivation panel in Chicago and 
I never heard so much theory and 


sales conference 


unsupported opinions in my life. 

When anybody 
motivates somebody to do something, 
there won't be any further need for 
the DMAA, or The Reporter, or the 
Orville Reeds, or who not in this in- 
dustry. Selling will be a dead issue. 


discovers what 


I'm not saying there’s nothing to this 
business of trying to probe the 
human mind and finding out what 
makes it work the way it does, There 
is. But when you come to definite 
conclusions and operate a business 
on those conclusions conclusions 
dredged up from motivation surveys 

you're likely to get into trouble. 
I think motivation surveys are a fad, 
Some good things will come out of 
them. But I don't believe in going 
overboard on the idea. 
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BUT WHO TOLD PIERRE? 


We know that “Jack told Leo who told Walter who tells you to test” a proven profit- 
able mailing list available for Financial Service mailers which did not originate from 
space advertising in financial publications ana newspaper financial sections. 


We know that Edith told Peter and that Walter told Charles and each one 
hooked a 5,000 test. We also know that Jack ordered 5,000 more in December and 
Leo had ordered 10,000 more in November. 


BUT WE DON’T KNOW WHO TOLD PIERRE 


Without solicitation, Pierre ordered a 10,000 test and the balance of 65,000 to be mailed 
right after January let. 


"75,000 DREY’S SELECTED BUSINESS EXECUTIVES 
AT HOME ADDRESSES, $16.50 Per M 


Typewritten addressed on envelopes, order forms or labels. Total list available only 
twice monthly. Next open mailing dotes for total list ore Jonvory 25th, February 10th, 
February 25th. Under this system lists cannot be overworked. Small tests con be 


made immediately. 


We now know (to the extent that anyone who has been in the business as long 
as we have CAN know) that thie list is RIGHT for Fund Raisers. Our know- 
ledge in depth about the characteristics of the individuals we have included in 
the list justifies us in believing that a lot of Fund Raisers will thank us during 
the course of the year for suggesting that they experiment. You could do worse 
than follow Pierre's example, and those before him who have already done the 
experimenting. 


We have other fine lists with equally remarkable performance records. Example: 
Drey's Selected Firms employing 10 to 75 employees ($16.50 per M) has been 
used profitably by Income Tax Consultant Services. Firms with income tax 
problems usually have surplus money to contribute. 

Some clients use the tollowing lists in their entirety every mailing season. 


DREY’S SELECTED INDIVIDUALS OF ABOVE AVERAGE, 
INTELLIGENCE, CULTURE AND/OR INCOME 


285,000 Public Opinion Leaders (H & 8B) *75,000 Business Execs. (H) 
250,000 “Key” Bus. Executives (B) 70,000 Art Apprecictors (MH) 
250,000 Self-improve. Bus. Prosp. (B) 50,000 District Managers (B) 
235,000 “Remaking America” Execs. (8) 50,000 Bus. Ambossadors (B) 
200,000 Bus. & Prof. Men (H) 50,000 Sales Executives (B & H) 
175,000 Physical Scientists (H) 40,000 Graphic Arts-Users (8) 
150,000 Very Important Persons 35,000 Music Appreciators (H) 
125,000 College Teaching (H) 25,000 Sal Engi (B) 
100,000 Social Scientists (H) 
H (Home Address) B (Business Address) 


Cross-section tests accepted from 5,000 to 10,000 names on lists totaling 100,000 
and over; 3,500 to 5,000 on lists totaling 25,000 to 75,000. Complete data and 
prices are available on request 


As a matter of established statistical fact we have over 1,000 lists by category 
from A (Accountants) to Z (Zoologists), including mail order lists of all kinds, 
available for rental. Write us your mailing list needs and include samples of 
your sales promotion for our specific list suggestions. 


WALTER DREY, INC. 257 Fourth Avenue, New York 10, N. Y. 


Send me further information about your service in general and/or the following 
in particulor: (Include latest copy of “Lists and Listings” free.) 


Street City State 


WALTER DREY, inc. 


BROKERAGE COMPILATIONS RESEARCH 
257 FOURTH AVENUE, NEW YORK 10, N. Y. ORegon 4-706! 
333 N. MICHIGAN AVENUE, CHICAGO 1, ILL. Financial 6-4180 
Member National Council Mailing List Brokers 
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I do not be- 

RUMAGE lieve direct 

mail can do 

very much with mass motivation. | 

would forget it. Direct mail is selec- 

tive. Mass motivation requires face- 

to-face, exhausitive depth interview- 

ing and I do not believe we can do 

much to help in this professional 
area. 


Motiva- 
SHUGART tion surveys 
should be 
carefully wrapped up in pink lace 
and mailed to Mr. Molotov. If I had 
my way, | wouldn't allow a motiva- 
tion survey within spitting distance. 
I don’t doubt for one minute the 
true sincerity of some of these peo- 
ple in their efforts to define motives. 
In regard to a large mass of people, 
I wonder sometimes if they are not 
just following in the footsteps of 
Bernays and Goebbles and the prop- 
aganda experts who so successfully 
learned how to make people react to 
words. Whenever anyone attempts to 
tell me that they think they know 
why the public does something, or 
what the public will do, I am re- 
minded of the recent Truman re- 
election story in which all of the ex- 
perts had to buy new faces and new 
sets of pencils because the public re- 
elected Harry in spite of everything, 
including the astrologers. 


Yes... we 
WOODBURY should inves- 
tigate “mass 
motivation” surveys. What mass mo- 
tivation means is finding out con- 
sumer reaction and acceptance, so 
it would seem to me that such sur- 
veys would be very valuable. Better 
to find out if a mailing has a chance 
of working before spending money 
on the postage. @ 


MASA CONVENTION 
RECORD RELEASED 


Congratulations again to Bob Sil- 
bar of R. L. Polk Company, Detroit. 
For the second consecutive year, he 
has digested all the proceedings of 
all the meetings held during the Mail 
Advertising Service Assn. convention. 


We enjoyed reading his 8%” x 
11”, 55-page report of the Los An- 
geles shindig last August. A really 
remarkable digesting job. Distribu- 
tion is strictly limited to members of 


the MASA. 
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M' ST BE CAREFUL HERE .. . for 
most of the comments were un- 
quotable (by request). Minor knocks 
about the handling of the annual 
contest. Those kicks must be evalu- 
ated carefully because the folks who 
do not win an award are bound to 
kick. 

I have included this hoped-for pro- 
ject for 1956 because it’s on so many 
people’s minds. 

Bob Clark, advertising manager of 
Strathmore Paper Company, did a 
noble job last year as chairman of 
the annual contest committee. He 
and his committee members made a 


| 


HE BIGGEST COMPLAINT we hear 
Tn over... is about the inability 
to secure competent people fot direct 
mail jobs. The Reporter gets many 
inquiries. We can't help much with- 
out recommending stealing from 
someone else. 

The schools are beginning at last 
to get worried about the problem 
... and are jumping in. The Hun- 
dred Million Club in New York has 
tackled an ambitious program to help 
local schools do a better training job. 
Other groups should do likewise. The 
National Association of Postmasters 


JANUARY, 1956 


WE HOPE FOR... 


A larger and better annual contest to select the best 


direct mail work in the country . .. without emphasis on 


glamour or elaborateness and with more emphasis on 


unpretentious but effective campaigns no matter how small. 


number of moves in the right direc- 
tion to improve the contest handling. 
| have seen the sound suggestions 
passed along to the new DMAA offi- 
cers and board by Bob Clark. Leon- 
ard Raymond, John Yeck, Eric 
Smith . . . but should not comment 
until the board has acted. So no 
quotes in this section. 


The annual contest is good. It 
spreads direct mail education. But it 
can be enlarged and improved. Let's 
hope it will be. I think it will. But 
there are two thoughts I'd like to 
leave with you on the subject: 


1. Even though you do not intend 
to enter the contest this year . 
you should at least keep all of your 
direct mail activities in entry port- 
folio form. What mailed, when, to 
whom, results, evaluation. Do this for 
your own sake to present at anytime 
needed to management. That is only 
good sense. 


2. If you do intend to enter the 1956 
contest start preparing now, 
every month. Don't wait for a 
hasty-panicky, last-minute job to 
meet a fixed deadline. Your work 
will be better if you plan carefully, @ 


WE HOPE FOR... 


An increased drive for more education at both school 


and adult levels . . . to bring a new crop of well-trained 


people into the direct mail field. 


has been promoting clinics and has 
material for the teaching of postal 
information in public schools. That 
helps on mechanical angles, but not 
on creative. 

All we can hope is that the trend 
toward more direct mail education 
continues to grow... and here are 
a few comments from the panel mem- 
bers: 

Naturally, I 

C. R. ANDERSON am most in- 

terested in 
promoting a closer tie-up between 
direct mail and education. It will add 


to the stature of direct mail and the 
facts eventually developed will be 
very useful. | would like to see more 
of the points made by Herbert Buh- 
row's report, which was prepared in 
about 1951. (It is on file in the 
DMAA office.) Direct mail gained a 
lot this year by the promotion of a 
closer tie-up with education. The In- 
stitute here at Illinois was a good 
start. Inviting teachers to the Chicago 
convention was a continuation, al- 
though on a small scale. | have al- 
ready heard rumblings at Illinois 
showing definite interest in doing 
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some research in direct mail that 
never would have happened if we 
hadn't had the Institute here and 
some of the teachers in Chicago. 

One boy was in my office recently 
for help in getting ready to write 
a master’s thesis on direct mail. While 
this will not be a very important con- 
tribution, perhaps it is an indication 
that some of the advisers are thinking 
now along direct mail lines. If we 
can just get more schools interested, 
we will eventually get some first- 
class graduate and faculty research, 
and that will be the payoff. 

One thing we need very badly in 
teaching, and | think that business 
groups as a whole need it, is more 
material on film about direct mail. 
Should have more visual material on 
how direct mail is written, produced 
and distributed. 


tion time on two-sided jobs is cut 
in half by Model 242 as it litho- 
graphs both sides of the sheet on 
one trip through the machine, 
iving you 12,000 impressions per 
¢ with the machine operating 

at normal You change 
from regulor one-side offset in 
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In 1956 1 
GRUENGER hope all of 

us will do 
what we can to bring bright young 
folks into the direct mail field and 
train them well. In spite of wide- 
spread misunderstanding of direct 
mail, enough use it to cause more 
job openings than I’ve seen in a 
long time. We have confidence the 
medium will go forward, but | think 
we should make sure well-trained 
young people are available to move 
ahead with the demand. 


The work 
HARVEY 


and projects 

of the DM- 
AA educational committee have been 
of keen interest to me for the past 
several years. Our continued intensi- 
fication of contact with schools and 
universities which have advertising 


20 0 per hour! 


does more for you! 


minutes. Finger-tip controls make it easy for your operator — she can even sit down 
on the job. And she’s happy about the fact that she keeps her hands clean, for 
she just pushes a knob to clean the blanket automotically. The plate segment stops 
at a predetermined position for easy accessibility and its quick change design means 
masters and plates are changed in seconds. Automatic operation assures you of 


finest quality reproduction on everything you 


int — line work, halftones or multi- 


color. Model 242 is unexcelled for short run offset, and it’s far superior in the long 
run too. You can also do Davengraving, dry offset, letterpress, imprinting, numbering 


and perforating with Model 242. 


It's the most versatile machine in the morket. 


Handles sheets from 3” x 5” to 10” x 14”. Compare it! 


CORPORATION 


DAVIDSON Corporation *! 
29 Ryerson St., Brooklyn 5, N. Y. 


Use Prolype or Reditype 
fer economical, flexible 
cold type composition 


Tex? set in Linotype *¢ Headings in Prolype 


DC Arrange a demonstration in my 
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Fd like 10 know how 10 do simy}- 
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courses is one of our most valuable 
projects. | believe each individual 
member of the DMAA should aid 
the work of this important com- 
mittee by taking upon themselves the 
responsibility of seeing that at every 
opportunity, where it is possible to 
speak before advertising classes or 
to furnish information about direct 
mail advertising, that they, by all 
means, take the time and effort to do 
80. 

In the course of a year, we are 
contacted by a great many young 
people who “want to get into ad- 
vertising,” but when you visit with 
them, you are startled at the small 
amount of actual and accurate infor- 
mation they have about such an im- 
portant medium as direct mail. “The 
fault, dear Brutus, is not in our 
stars, but in ourselves.” It is so easy 
for all of us to become so complete- 
ly wrapped up in our regular office 
routine and work that we will not 
take the time to “spread the gospel” 
upon such fertile ground, as is repre- 
sented at the student level. 


As part of 
KLEID 


my extra- 

curricular 
work for New York’s Hundred Mil- 
lion Club, in helping direct mail men 
get jobs and vice-versa, | come up 
against the hard, cold facts that noth- 
ing is being done to develop new 
blood in the field. I’m constantly 
asked to recommend bright, young 
people for jobs and I don’t know 
where to turn. The scarcity is equal- 
ly serious in the top jobs. Because 
there’s no reservoir of up-and-coming 
young people who have had proper 
training, many companies have to re- 
sort to attracting qualified men away 
from other firms in the field. What 
we need is: 
1) Employee training programs within 
large companies to be given by outside 
qualified consultants. 


2) A mail order course in direct mail ad- 
vertising to be given by the DMAA. 


3) Courses in direct mail advertising at 
colleges and universities nationally. 


4) Recruiting bright, young men and 
women directly from graduating classes 
to work as trainees. 


The DMAA has taken a step in 
the right direction by sponsoring a 
course in direct mail to be given by 
consultant B. L. Mazel at New York 
University in February. That's a good 
start. This medium’s major limitation 
is the lack of a reservoir of new 
talent. 
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There should 

MC GEE be more di- 
rect mail 

training programs for personnel in 
all types of companies. Most of those 
in the past that I have read dwell 
too much with lettershop operations. 
(Ed. note: Whatsamatter, Jack, haven't 
you seen The Reporter's training book- 
forward step 


lets?) 
PINKERTON 
could be tak- 


en if more emphasis were placed upon 
marketing courses, generally, by the 
higher educational institutions. And 
if, in addition, direct mail was placed 
higher in importance among the 
courses offered by colleges, universi- 
ties and other like institutions. 

mail projects 


MACE Among direct 

in 1956, I 

hope for more and better direct mail 
days. And much more activity along 


One great 


educational lines, which is a long- 
range hope of the future for direct 
mail, like the University of Illinois 
Direct Mail Advertising Management 
Institute. Bob Seymour is now draw- 
ing up expanded plans to present to 
the DMAA board. His idea is to reach 
out into every department of the 


University that can possibly be af. 
fected by direct mail and integrate 
the subject into many courses. In 
other words, they plan to do a broad 
and important job and make the 
University of Illinois the center of 
direct mail, the pattern for other uni- 
versities. 

The Hundred Million Club is also 
doing an important job in which we 
have a part. Chairman Jack Shelton 
and his committee are getting set 
to help all the schools around the 
New York area do a better job of 
training young people in direct mail 
techniques to bring competent 
new blood into the field. 

stopped be- 


SHUGART 
ing amazed 


at the aimost total lack of people 
in my life, who know nothing what- 
ever about direct mail, and yet have 
been thoroughly trained in the fun- 
damentals of typography, layout, 
copywriting, ete., in a commercial 
school or at the university level. 


I have never 


I now recall that at the University 
of Illinois, which graduated me in 
1940, | took a single semester course 
specifically on direct mail, under a 
woman by the name of Alta Gwynn 


Saunders. This was a woman of some 
50 summers at that time, whose va- 
cation periods were crammed with 
consultant work at the large stores 
in Chicago, Illinois. Her course was, 
without a doubt, the most fascinating 
and stimulating challenge in my en- 
tire college curriculum. It was not at 
all required and was totally elective. 
Her course was invariably  over- 
crowded. Her whole premise through- 
out the entire course was to compel 
her students to take a prominent 
political or journalistic theme from 
the national press and exploit it for 
an imaginary product. | have never 
forgotten that woman and | would be 
embarrassed to begin to add up the 
amount of money that | have made 
as a result of her intelligent  in- 
doctrination, 

If you are looking for a project, 
why not adopt the mature attitudes 
of the journalistic world and establish 
scholarships with majors in direct 
mail advertising, or expose the utter 
lack of authentic and authoritative 
teaching, or attempt to promote true 
clinies throughout the country, which 
would charge for a bona fide post 


graduate course. 
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New York 17, N. Y. 


YEAR 


ALLISON MAILING LISTS cove 


AUTOMOBILE OWNERS 


Registration by 


MAKE 


@ NEW CAR BUYERS 
@ NEW TRUCK BUYERS 
@ TRUCK OWNERS 


SEND FOR BROCHURE “RB” 


Compilers of over 12,000 Specialized Mailing Lists 


MODEL 


Murray Hill 8-6500 


; 
- 
= 
2 
ine 4 
= 
JANUARY, 1956 43 


Brochures © Broadsides 
Soles Presentations 
Catalogs © Manuals 

Inserts © Bulletins 
Promotion Kits 

Ad Reprints © Letterheads 
Blowups . Novelty Diecuts 
iWMustrated & Gadget Letters 


28 West 23rd Street 


details for you? 
Product & Service Literature House Organs 
Booklets © Folders Annual Reports 


Books © Magazines 

Toys © Games © Maps 
Calendars © Postcards 
Point of Sale Dominations 
Window & Counter Displays 
Posters © Floor Stands 

Self Service Merchandise 
In-Store Spot Reminders 


ARDLEE SERVICE, 


OFFSET LITHOGRAPHY © DIRECT MAIL ©@ SALES PROMOTION 


Every once in a while we are asked a welcome question— 
“Just what do you do?” It gives us a good excuse to go 
over our list of services to make sure we haven't left out 
anything important. Here it is. May we fill in some of the 


Speciol Event Material 
Contest Literature 
Premiums © Soles Gadgets 
Coupons © Car Cards 
Box Wraps 

Product Cards 

Cellophane Bags & Wraps 
Letter Processing 

List Maintenance 

Mailing & Distribution 


INC. 


@ New York 10, N. Y. 


ORegon 5-0300 


Here's the most 


ECONOMICAL way 
of addressing 
mailing 


your 


Makes 2 to 6 ad- ff 


dresses with 

ONE typing. temper. 

Ready to vse 

with your pres 

ent typewriter 

ond typist 

ver No machines, stencils, ot- 

or A, e op. 
erators needed. 


Whether you mail 1,000 or 1,000,000, twice or 
12 times @ yeor, CARBO-SNAP gives you the 
most for your money. 


Addressing is a SNAP 
with CARBO-SNAP! 
Ash for free samples and the complete story. 


Get started TODAY! 


Psst! Get an AdverKit! 


Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples. 

Create action-getting, bes t-of-industry 
mailing pieces from a new selection of 
Jumbo Cards, Flash Bulletins, Cartoon 
Letterheads, Eye-Stopper Envelopes, and 
Gimmick Mailings. 

All AdverKit items created and pre- 
printed by Americon Moil Advertising. 
Your soles message easily added using 
any office duplicator. 

Mail $2.00 for your AdverKit—refundable 
on first order. 


AMERICAN MAIL ADVERTISING 


INCORPORATED 
610 Newbury Street, Boston 15, Mass. 


Tel 6.7540 


(Ed. note: It is too bad that Alta Gwynn 
Saunders had such an untimely death in 
an airplane crash. But the folks at the 
University of Illinois will be glad to 
know what one graduate feels about the 
value of her work.) The following opinion 
classified under other divisions 
but it might make an 
future educational 


could be 
of the subject... 
excellent guide for 

me... most 


thinking.) 
of the powers 


that be (DMAA, etc.) are mass hap- 
py. Mass this, mass that. Much tub 
thumping about direct mail’s quan- 
titative gains. Maybe the tub thump- 
ing is good. Will bring a lot of new 
guys into the fold. But they’re liable 
to come in on the wrong foot. Eye- 
ing mass rather than class. Buck- 
shot vs. guided missiles. It’s all rather 
frightening. What's going to happen 
when the whole thing gets so big and 
vast that it falls flat on its face? And 
it could. Every quantitative gain is 
a qualitative loss. Receiving mail is 
fun. And like anything else it’s at its 
best in moderation. It has always 
seemed to me that direct mail per- 
centages are so frightfully low. Per- 
haps they could be improved through 
class approaches. 

| know many of the tests have put 
the quality approach in an unfavor- 
able light. But I still think many of 
us are going to have to come to it. 
By quality, | mean better everything, 
including lists. And fewer names, 
generally. Where quantity gets prior- 
ity, direct mail is likely to get a 
black eye. I'm thinking of the right 
guys on the wrong lists, the phony 
appeals, the “Dear Madam” missives 
going to males, ete. 

It might be a good idea to stress 
quality a bit more (there's plenty 
of it being done!) and the buckshot 
gimmick a lot less. The newspapers 
probably did us a big favor with 
the torpedo job they did on the great- 
est buckshot mail device of all (Di- 
rect mail was never intended as a 
cure-all or kill-all). But the next time 
we may have to save ourselves from 
should hammer 


It seems to 


ourselves. Someone 
“mail but mail better.” Direct 
mail stands all by itself. All other 
media, to at least a degree, are mass 
media. Buckshot media. 

A batch of awards once a year are 
not quite enough. It takes 365-days-a- 
year drumming. The housewife and 
the businessman cannot possibly cope 
with a greatly expanded direct mail. 
It's the duty of the leaders in the 
industry and of our trade publica- 
tions and to teach us 
better planning, better writing and 
greater selectivity. 


less 


associations 
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ND THIS LAST hoped-for project 

for 1956 seems to be, in the 
minds of the panel, the most impor- 
tant. All others take a back seat or 
are dependent on this one phase. 

The material received during this 
survey would fill a book. Everybody 
seems interested. Direct mail is just 
no good unless the planning is right: 
unless the wirter knows how to get 
creative ideas; knows how to write: 
knows what not to write. 

If this important project could be 
carried out among all mail users 
there would be less complaints, less 
cases where an important order form 
or reply envelope is forgotten in a 
selling letter, less examples of down- 
right stupidity in planning and exe- 
cution. 

Without further comment we'll give 
you as many quotes as possible: 

Color is the 
BLOSSOM only emo- 
tional appeal 
we can put in our direct mail except 
for the words we write and the illus- 
trations we use. Since emotion is a 
basic selling appeal, one of the 
strongest “persuaders.” it is only 
natural that we should use color to 
stimulate emotion in the reader and 
thereby accomplish a far greater ef- 
fect from our advertising than would 
be possible with black and white and 
gray illustrations. The envelope is the 
first portion of a direct mail piece the 
recipient sees. It is important that 
it be an attractively illustrated en- 
velope that employs the influence of 
color to arouse the recipient's desire 
to read the sales message. 


Why don’t 
BOYER 


direct mail 
advertisers at 
least make the effort to have their 
pieces be more interesting, more at- 
tractive and more informative? We 
have frequently heard direct mail 
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More interest in COPY and the development of ideas 


and intelligent planning. 


advertising referred to as “junk ad- 
vertising” and | am sorry to say that 
some of it is just that. And on some 
of it you would have to use a micro- 
scope and a pickaxe to find out 
what they want you to do. Another 
tremendous waste of time, effort and 
money. Just a little more effort and 
maybe just a littl more expense 
would make their piece much more 
interesting, attractive and without 
question "nore productive. 


In my opin- 
BRINGE 


ion, the point 

where direct 
mail can be improved the most is in 
copywriting. Too many of us in the 
field find it easy to rely on the tricky 
approach, the surprising gimmick. or 
attention-getter and then figure that 
is enough to do the job. Its rather 
easy in direct mail to use the grand- 
stand approach because people who 
don't know any better think that i« 
all that’s needed. I think some of 
this is done to impress management 
more than anyone else. | would like 
to see the sort of thing that Orville 
Reed is doing in your book ex 
panded, but with a lot more ex- 
amples. Why not quote successful 
letters or copy in full and analyze 
it carefully to show why it was suc 
cessful? 


[ have a personal project going 
which I think holds great promise. 
This year we made some experiments 
on automatically typewritten letters 
sent to individuals in industry. I be- 
lieve you were on the list and prob- 
ably you will remember some of them 
if I mention to you the mascara 
brushes and the acid brushes. We 
sent a series of six letters to a group 
of men in large industrial plants. You 
will agree these letters were not “hard 
sell.” They were the casual, conver- 
sational type. At the end of one year 
we checked results and found that 


we had sold ten percent of the plants 
involved. With that information, | 
immediately ordered Flexowriter 
but with a new twist on it. This 
Flexowriter is equipped to operate 
continuously on a fanfold letterhead 
without anyone in attendance. The 
machine is started in the morning 
and proceeds to bang out letters all 
day long, taking a new name for 
each letter from a separate reel or 
bank in the machine. With this ma- 
chine | am going to get the tremend- 
ous advantage of personally typed 
letters at a ridiculously low cost be- 
cause of the elimination of the labor 
factor. 

The only secure future in direct 
mail is in the creative end, The big 
demand will be for ideas, ideas, and 


still more ideas. 
BUCKLEY sis should be 
put on the 
need for good direct mail, rather 
than on the greater use of direct 
mail, All the time I see more evi- 
dence of companies large enough to 
know better settling on a direct mail 
campaign on the basis of too little 
experience and hack- 
ground, and then being disappointed 
hecause the result isn't up to expecta- 
tions. 


More empha- 


specialized 


Direct mail can be likened some- 
what to dynamite. It can be most 
effective in the right hands but ex 
ceedingly dangerous in the wrong 
hands. Too many people think of 
direct mail as just another medium. 
Actually it should be looked on as a 
form of selling. Good salesmen sel- 
dom go to extremes in trying to be 
cute, but the mails are filled with 
direct mail that tries only to “make 
the recipient sit up and take notice” 
without giving anywhere near enough 
attention to the business of down-to- 
earth selling. 
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THE CONNELLY ORGANIZATION, INC 
1010 Arch Street, Phila, 7, Pa. 


Please send me FREE brochure and 
samples on ZIP-OPENER IDEAS. 


NAME 


ADORESS 


I think my 
CARLBERG greatest sin- 
gle “beef” 
about direct mail is how little thought 
is given in connection with envelopes. 
Even firms who should know better 
still send me beautiful, four-color 
processed booklets in an envelope 
bearing a processed gummed sticker, 
with no message on the outside of 
the envelope to intrigue me and with 
postage meter treatment. I have 
nothing against postage meters, but 
if the envelope is dull-looking, more 
than once I am tempted to throw it 
in the wastebasket without opening. 
And if I feel this way, imagine the 
reaction of the average Joe Zilch to 
this type of mailing. Particularly 
sad is how very seldom colored en- 
velopes are used. It seems the color 
is reserved for the inside piece. But 
the real job for color would be to 
give the mailing appeal at the time 
it is received by the prospect. There 
was a time when there 
excuse for this condition, but today 
paper houses stock both announce 
ment envelopes and bond envelopes 
in a wide range of colors. The only 
thing standing in the way of using 
more color is the limited imagina- 
tion of the creator of direct mail who 
never thinks about the envelope un- 
til the last moment. 


was some 


Pet peeves: 
Manufactur- 


ers h 
come out with “super” direct mail 
programs, but the mailers are in- 


correctly done . . . too much border 
to allow postage metering . pre- 
printed bulk indicia marks that make 
metering impossible no provis- 
ion made for reply cards . . . pack- 
age programs that aren't fully useful 
by each distributor . . . still quite a 
few with poorly constructed letters 
or selling copy. Have been noticing 
a gradual change in more use of 
color better layouts, ete. Also 
more companies seem to be seeking 
professional help in preparing their 
material. 


Better 


men 

CYMER writing  bet- 

ter stuff is a 

must for 1956 direct mail. More 
money should be spent on better 


paper and envelopes. Bombast should 
be removed from copy. 


More atten- 
HEMMINGS tion in direct 
mail should 


be given to ideas. Ideas stir man’s 
imaginations. Let’s talk more about 
the development and presentation of 
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ideas that move people to buy the 
product or proposition we have to sell 
in direct mail, because people buy 
more through their emotions than 
through their thinkers. 


For a long 
JACOBS time many 
writers and 


preachers have urged advertisers, and 
particularly their copy and produc- 
tion men, not to think of a mass au- 
dience when creating direct mail. You 
and I urge folks to think about, write 
to and talk to one person because, 
after all, a mailing list is simply a 
multiplication of one individual. Vis- 
ualize “Mister One” receiving a piece 
of mail. He just doesn’t know and 
he doesn’t give a damn how many 
pieces of mail were circulated. He 
is impressed only by the one piece 
he receives. He gets a poor impres- 
sion or a good impression. If the 
story is properly written, he will feel 
that the advertiser is talking directly 
to him. 

How about the appearance of the 
piece? How good does it need to be? 
Should it carry an atmosphere of 
cheapness or an atmosphere of good- 
These can be 
answered by the advertiser who has 


ness 7 questions 
really studied and who, in most cases, 
has made tests. One thing is sure, 
however; the smart advertiser takes 
the gamble out of his message by 
cloaking his printed thoughts in a 
quality atmosphere. Quality typogra- 
phy, quality illustrations, quality 
press work and quality paper. To 
cheat on any one of these elements is 
to handicap the author's words. But 
some advertiser thinks, “Gosh, I have 
only $15,000 to spend on 500,000 
prospects and so I'll cut the cost of 
each cannot get full 
coverage.” 

That fellow, despite the fact that 
he may have observed the safe pro- 
cedure of thinking in terms of one 
person when he wrote his copy, puts 
himself and his message in an unsafe 
position by building up reader re- 
sistance through the use of cheap 
materials. Wouldn't it be better to 


consider carefully the idea of appeal- 


message or I 


ing to less than half a million and 
make each appeal, each message, of 
better quality in materials used? If 
the writer of direct mail has had any 
experience in person-to-person sell- 
ing, he knows it is better to make 
from four to six calls a day, with 
a well-planned presentation, thereby 


leaving a good impression, than to 
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DO YOU 
LOCK 
a CUSTOMERS? 
~ 
| 
door, is hard to open. ZIP-OPENER 
ie : can provide the key for your sales 
Besides the dramatic appeal of 
« the ZIP-OPENER, it's a real con- GARDNER 
open” an envelope with 
as haps injyring the contents and 
cutting fingers in the process. Just. 
Ri pull the string, ZIP the envelope is 
open, it's the fast, easy and 
sales message on the 
ae “The coupon below will bing you 
attention-getting ZIP-OPENER 
marine 
| 


make eight or ten calls a day in a 
hit-or-miss manner, leaving a poor 


reports can 
cost a com- 
pany a lot of money if they arent - P one 
careful. Some of my own worst dis- pays for itself in ONE mailing! 
asters have come from trying to em 
adapt an award-winning letter to my 
own business. Also, | have passed a Fully automatic 
lot of ideas to my friends that have compoct Folder 
worked well for me, only to find kes 7 d 
that they fell flat for them. In at makes / most-use NS 
folds; up to 7,200 


least one instance, a friend concluded 

that direct mail was not for him. The pieces per hour! 

reason for this is that industrial Easy to operate, 

direct mail is not an end product to makes instent 

a sale. It is a vital cog in the whole : 
changes! Rugged 


system of doing business and where ‘ 
it fits depends on the type of system Steel construction, 


used. Most case histories leave out handsome Silver 
the important elements that went Grey and chrome 


trim. Saves time, money, desk space 


MACKIE direct 
mail adver- LOWEST PRICED FULLY AUTOMATIC 


tising is that users of the medium do 

not spend enough time on the plan- FOLDING MACHINE MADE! 

ning of the message. This becomes all Semi-Automatic $89.95, Deluxe Automatic $129.95 
the more irritating when it is known 


that direct mail advertising can pre- MA RTi N -YA LE, i NC. 


sell anything. Unquestionably, direct 

mail advertising is the most under- 2100 West Fulton Street, Chicago 12, Ilinois 
rated medium, and the users can look 
to themselves for the reason why. 
It is simply that 1955 human nature 

is lazy. Those who do take time to - Paes an a BUY QUICKER 
plan, prefer direct mail to any other Individually typed in quentity Sot on first nome" terme with your 
medium; those who don’t just can't CARLSON AUTOMATIC Association monthly direct mail. Copy 
understand why people who take time TYPEWRITING SERVICE OF 


ale ler Writ 
to plan are successful. 


FRIENDLY PROSPECTS 


and f or jeta 
3744 N. Clark St Chicago 13, Ii! GYMER—2125 E. 9th St., Cleveland 15. 
Phone: EAstgate 7-54% 


There’s a 
NAUHEIM power- 
ful need, in 
my opinion, to take some pants-split- 
ting strides toward making direct 
mail better in 1956. I have the feeling 
that there has been a discouraging 
trend for direct mail to take more 
and more of a me-too route. Too 
many direct mailers are building up 
readership boredom by carbon-copy- 
ing everything they see and believe 
to be successful. I'm mighty tired of 
being “invited” to spend my money 
for this, that and the other thing. 
The invitation format was a great 
idea when first introduced. Today it 
is as weak as the monotone of a 
sleepy sales clerk mumbling. and not 
meaning, “May | help you?” Money- 
saving stamps were terrific when 
fresh. Today they are tiresome. | 
could name a dozen worn-out ideas 
that are aped every day in the year. 
You could name six dozen, Henry. 


will help you turn your mailing 
lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
TESTED IDEAS and TECHNIQUES 
gathered from 20 years’ experience — to 
bring you added profits year after year. 
Step by step, this informative Book an. 
swers your questions and shows you how 
to find overlooked profits from your mail- 
ing lists. Send today for your FREE 
COPY of “How to Double Your Net 
Profits from Your Mailing Lists.” Just 
attach ad to letterhead or business card. 
No obligation. 


Write for free portfolio show- 
ing samples of booklets, folders, 
catalogs and similar advertis- 
ing pieces which I have written 
and designed,by mail,for firms 
in all partes of the country from 
Maine to California. Write to 


Raymond Lufkin 


Advertising Plans, 
Copy and Design by Mail 
24 Weat Clinton Ave., 
Tenafly, New Jersey 


Dept. 8-32 


CA OIA MAIL ORDER 
LIST/SERVICE, IMC. 


Mail Order List Headquarters 
38 Newbury Street Boston 16, Mans. 
“Masely sends the Checks” 
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impression. 
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is there a doctor 
in the house 


LIST OWNERS!!! 


As direct mail fund-raising con- 
sultants we are always looking for 
productive lists for our clients. 

if you have a list, or lists, which 
you believe would bring back con- 
tributions in response to direct mail 
oppeals by well-known charitable, 
religious and educational organi- 
zations, let me hear from you. 

This could lead to a working 

arrangement that would 
be profitable to all con- 
cerned. 


WILLIAM M. PROFT 
ASSOCIATES 


S85 MAIN STREET @ EAST ORANGE, N. J 


3579 

aimed ideas, layout, 
copy. finished art tor direct mail HY 
MAIL trom @ DMAA Best of industry 
Award winner Bob Rainey is on the 
job full time. a real agency with 
national recognition Write tor proot 
that it pays the 
tisers hondy 


oO 
Canton 
oul North 
Bost Oitice Bor 


In direct mail we have the great- 
est opportunities for creative imagin- 
ation offered by any advertising 
medium. How wonderful it would be 
if everybody putting ideas, words and 
illustrations together to be mailed to 
a woo-able public made a vow that 
in 1956 they'd be imaginatively crea- 
tive. Let’s put a ban on being a 
bore. Let's get away from using the 
first idea that pops into our minds. 
All too often the first thing that pops 
up is the last thing we've seen. 

The mind that has trained itself to 
be creative can build a limitless num- 
ber of new roads, highways and by- 
ways to specific goals. Let's desert 
the well-worn travel patterns and see 
some fresh, new scenery. The new 
routes might even get us where we 
want to be faster, more satisfyingly 
and with greater thrift. I think they 
will. 

If | may ven- 
NOWICKI ture one “pet 
peeve” to- 
ward the direct mail in our line of 
business that I'd like to see elimi- 
nated, it’s the constant pictorial use 
of trucks, wheels and terminals with 
no signs of activity. Coupled with 
that . . . better copy, which spells 
out the “benefits” a shipper or con- 
signee would receive instead of 
“features” alone. By features | mean 
“we have new equipment . . . trained 
personnel modern terminals,” 
ete., which say little or nothing that 
would sell a buyer of transportation. 
I'd like to see our people tell the 
transportation buyer exactly what 
their service can do for him in terms 
of the buyer's own business know- 
ledge. Show him in terms of profit 
how and why the “features” of the 
trucking company are beneficial. 


There are 
PINKERTON 


entirely too 

many ama- 
teur experts who get out sporadic 
direct mailings which are not repeat- 
ed because they don’t produce. 
The things which hurt direct mail 
the most: The junk mail stories in 
the newspapers and also the fact that 
a good deal of direct mail and mail 
order is junk mail. 

are bothered 


PROFT 
by all sorts 


of problems but one of the most im- 
portant is the lack of imagination in 
the preparation of copy. There are a 
few outstanding examples of excellent 
copy work in the fund raising field. 
But most organizations do not give 
enough thought and time to the pre- 


Fund raisers 
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paration of their letters and the copy 
for use in their various enclosures. 
Considering the fact that proper copy 
can double and triple returns, it 
seems strange that so many organi- 
zations continue to struggle along 
with less than the best. 

peeve: It’s 


price and 


trade practice. Probably the major- 
ity of firms in the direct mail adver- 
tising business do more to give di- 
rect mail a bad name than all the 
adverse publicity or the slurs of pub- 
lication-minded people could possibly 
accomplish. And it mainly hinges on 
price. Every shop that does address- 
ing and mailing styles itself a direct 
mail advertising firm. The entire 
business engages in cut-throat com- 
petition, to the extent of labor ex- 
ploitation to keep costs down, and 


Here isa pet 


continues to degrade what could be 
a mighty respectable profession by 
putting out shoddy work. 


The average buyer of direct mail 
has usually only two alternatives: 
Get the direct mail done by the ad- 
vertising agency and pay through the 
nose for art and production, to say 
nothing of delays that cost money, 
and fancy fees thrown in: or hire a 
hole-in-the-wall operator to “work up 
something.” hoping that his own 
acumen as an advertising expert 
will offset the lack of creative and 
technical skill on the part of the let- 
tershop. There are probably some 
in-between examples, where both the 
client and the direct mail outfit are 
on the ball, and where good creative 
work is recognized and respected 
just as much as the glossy stuff from 
the big-salaried agencymen. But they 
are not the ones who are creating 
direct mail’s reputation. 

Talk to 
REED average per- 
son about 
mail order and he thinks of it in terms 
of gadgets. Many people who pro- 
duce mail order pay too much atten- 
tion to getting attention. Some kind 
of a smart or clever phrase on the 
outside of an envelope, or some kind 


the 


of a trick opening sentence, to their 
minds, constitutes good direct mail. 
I disagree. When you come right 
down to it, that old AIDA formula 
is out-dated. Attention and interest 
are approximately the same thing. 
You can get attention by showing a 
naked woman on the outside of the 
envelope, or prominently displayed 
on a letterhead. But what have you 


Ba ‘There sure is! If you have a 
gles pain in your direct mail in- 
vestment, for heaven's sake, 
Stop suffering. Call in a doc- 
tor. Not general practition- 
er, @ specialist! We've spe- 
cialized for over 34 years in 
how to g direct mail 
ere very have the right 
es prescription for you, too. Call 
the Buckley 
Organization 
eo Phila. National Bank Building, 
| 
| 
: “a 


got when you're selling a machine 
tool? It’s not only business people 
who look upon direct mail as the 
“gadget” medium. Many, many di- 
rect mail practitioners look on it the 
same way. I’m not among them. 
What things hurt direct mail most? 
Sloppy copy. Poorly conceived mail- 
ing pieces. Free-lancers and printers 
taking on accounts who shouldn't be 
using direct mail at all. Trying to 
sell a $1 item with a letter, circular, 
return card. I even know one 
printer who doesn’t have a copy- 
writer on the premises, but still 
claims to do a direct mail job for 
customers in order to get printing 
business. You ought to see some of 
the fabulous folders they print up at 
a good high price for so-called 
“clients” to do a selling job. 


ROBERTS 


should 

be asked to 
say or do anything that a salesman 
would not be asked to say or do to 
or with a possible buyer. Direct mail 
comes right close to being a substi- 
tute for a salesman’s call. It carries 
a personal relationship to the reader 
that other advertising does not us- 
ually have. It can offend sensibili- 
ties. It can madden or irritate by 


mail 
not 


violation of credulity. 
I am one who believes that any 
product or service which could not 


be sold by salesmen through calls 
cannot or should not be sold by mail. 
It’s a good idea to read direct mail 
copy aloud to yourself. As you read, 
visualize yourself talking to a house- 
wife in her living room, or a pur- 
chasing agent at his desk. If you 
have any desire to laugh yourself 
out of the house or office, if your 
sense of decency or honesty is in any- 
way violated throw the copy away 
and start over. I am seeing more 
frequently, I believe, direct mail 
that has these faults. It comes to 
both my home and office. My re- 
action to some is, “Why send me 
this? I couldn’t be interested.” Or 
the exaggerated, insincere, and in 
some cases indecent statements pro- 
duce a well-remembered negative re- 
action that is the opposite of a sale. 
Yes, I have 

ROBERTSON a pet peeve 
regarding di- 

rect mail. It’s the volume of the 
stuff we receive. It is amazing how 
little we can salvage from the aval- 
anche of paper that descends on us 
each morning via the post office. 
Most of the material is completely 
unusable . . . contributes little or 


nothing to our operation. The vast 
majority comes from publishers. 
These folks seem to think that an ad 
reprint is good direct mail. 

In the first place, the advertise 
ments themselves are lousy . and 
when they are mailed without any 
further information, nothing is added 
to them. I do wish that publishers 
would get together and standardize 
on the materials which they send an 
advertising agency. Some publish 
ers do a magnificent job by sending 
file folders and then an occasional 
data sheet of good, terse information 
that we should have on hand. If they 
all did this we would love them sin- 
cerely. If publishers would study 
their prospects a little more closely 
they would not send industrial ad 
vertising agencies expensive, four 
color mailings for strictly consumer 
media. If publishers knew how little 
time agency folks have to spend on 
their mail they would not clothe their 
messages in so much verbiage. 

I feel sure that most businessmen 
are developing an unhealthy attitude 
toward direct mail because of this 
tremendous volume of paper they 
receive every day. They are blaming 
the industry for which 
belongs on the shoulders of the ad 
those res 


something 


vertisers themselves. If 
ponsible for direct mail would be a 
little more choosy about their mailing 
lists, and would put in a little more 
study on basic communications 
I feel sure that businessmen would 
find the material which they receive 
via the post office to be extreme!) 
helpful, interesting and fileable. 
You and the others who know how 
effective direct mail can be have a 
tremendous responsibility in cleaning 
up this medium . . . weeding out the 
amateurs . .. the office boy spec ia 
lists, who must be responsible for 
the big bulk of this junk which I 
receive. It breaks my heart to see 
this waste when I know how effective 
direct mail can be when properly 
prepared and correctly focused. 


I think if we 
RUMAGE 


should all 

resolve to 

improve our own direct mail mater 

ial, a great step forward would be 

realized. After all, like religion, re 

form has to come from within each 
individual. 

One of the 

SHUGART things which 

hurts direct 

mail the most is the lack of 

trained creative thinking in the pro 

duction shops of the direct mail 


““.. we tied and mailed 
82,000 catalogs in a 
single day . . thanks 
to Bunn Machines,” 


says Sheldon Goldman, of 
PUBLIC LETTER SERVICE, Chicago 
“Because our Bunn Tying Machines 
performed so efficiently, needed at- 
tention so rarely, their excellence was 
taken for granted. Then they helped 
us perform a ‘miracle’ job . . smooth- 
ly and steadily,” reports Mr, Gold- 
man. 

Bunn Tying Machines easily keep 
up with the fastest sealing and meter- 
ing machines. One untrained opera- 
tor can do as much as 5 or 10 hand 
tyers . . and with no fatigue. 

Simple, effortless operation cuts 
down labor turnover . . steps up pro- 
duction eliminates overtime and 
bottlenecks. 

Bunn Tying Machines adjust auto- 
matically to any size or shape . . tie 
with a slip-proof knot and correct, 
uniform tension. Postmasters approve 
Bunn-tied bundles. 


B. H. BUNN Co., Dept. rv-16 
7605 Vincennes Ave. 
Chicago 20, tl. 


Send today for this fact-packed 
booklet, which illustrates the (7 
many advantages of Bunn Tying 
Machines. There is ne obligation, 


MAIL THIS COUPON NOW 


B. H. Bunn Co,, Dept. RD-16 
7605 Vincennes Ave., Chicago 20, til. 


Please send me a copy of your free booklet 
which shows how Bunn Machines con sove 
time and money in my business. 


City State. 
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Rotes $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


ADVERTISING 


ADDRESSING PLATES 


Lists 


if you use 
ELLIOTT.type STENCILS 
and want to REDUCE COSTS 
Box 11, Reporter, Garden City, N. Y. 


SPEEDAUMAT—Three line embossing—$35.00 
per M. Also and “E” embossing—write 
for prices. Advertisers Addressing System, 
703 No. 16 St., St. Louis, Mo 


ELLIOTT STENCILS CUTS every style, 18M PS 
Varityping OS) by expert typists. 

CLEAR CUT DUPLICATING, 149 Broadway, 
WO 44457. 


ADVERTISING AGENCIES 


Fer pulling direct selling mail order advertis- 
ing campoigns in newspapers, magazines, 
twede papers, consult Martin Advertising 
Agency, 15 £. 40 St., Dept. 33A, N.Y. LE 2- 
4751. et. 1923. 


HENRY HOKE DIRECT MAIL LIBRARY 

a set of eleven 6 « 9 booklets, something 
thet hes a place in every advertising 
library, something which explores the many 
facets of Direct Mail. Sells for $12.50. This 
set will generate your thinking, help you 


CANADA'S BEST MAILING LIST 
260,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catherines, Ontario 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
(Constantly Corrected) 
Retailers. Wholesalers: Manufacturers 
Bonks-Churches- Institutions 
® Choice of 350 Other Lists © 
“We Chorge ONLY for Addressing” 
(Usvally Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 


48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


22,415 Hardwore Retailers Rated 35M up. 
~$200; 15,756 Sporting Gds. Retailers—$125. 
16,000 Gift Shops—$80.00. Sold in sections. 
Free Catalog. Copy on labels, dupl. on sheets. 
NEW OUTLET SURVEYS, 60 E. 42nd St., 
N.Y.C. 


PHOTO OFFSET 


lick some of your toughest sales prob 
Send check to 
The Reporter, Garden City, N.Y. 


BUSINESS OPPORTUNITIES 


Direct mail jtive or sal can be- 
come partner in a So. Calif. printing and 
mailing firm under extremely pleasant 
fi jal arr ts. Elder partner wishes 


te retire gradually. Own building, booming 
city (not L. A.) in conter of recreational and 
industrial develop t, lient climate, 
sunshine and oranges! Other portner (early 
forties) is production and typographical 
chief. Opportunities unlimited. Box 12, The 
Reporter, Garden City, N. Y. 


FOR SALE 


GRAPHOTYPE, model 6341, new in original 
case. All caps. Bargain. HARRY J. ABRAMS, 
124 L St. N.E. Washington 2, D. C. 


REBUILT GUARANTEED 
Addressograph-Speedaumat iliott Address 
ing Machines-Graphotypes Cabinets-Trays- 
Plates Frames Mimeographs Multiliths Tying & 
Inserting Machines“Hook-on” Tray Equip- 
ment, | Buy and Sell all Types Direct Mail 
Equipment. James Eckstein, 326 Bway, N. Y. 
7, HAnever 2.6700. 


HELP WANTED 


Wanted advertising and promotion person. 
A job with a future. Handle incoming adver. 
tising for magazine, direct mail promoting 
magazine ond books. One person deport- 
ment. All-Pets Magazine, fond du Lac, 


Wisconsin. 


M-E.M-O TO. 

DIRECT MAIL ADVERTISERS .. . 
JOIN OUR OTHER SATISFIED 
CLIENTS IN YOUR FIELD. 

LET YOUR OFFSET PROBLEM BE OURS 
For DEPENDABLE SERVICE— 

HIGH QUALITY AT LOW COST— 

Call (N. J.) HUBBARD 9.9480 
ATCORD LITHO CO. 

12 Dyatt Place Hackensack, N. J. 


POSITION WANTED 


DIRECT MAIL COPYWRITER 
Seven years experience in book clubs, Busi- 
ness and Educational Newsletters. Creative, 
fast-working direct mail mon wants challeng- 
ing copy job with opportunity to work for 
and with creative minds. 30 yrs. old, univ. 
grad, NYC or 50 mile radius. Write The 
Reporter, Box 13, Garden City, N. Y. 


TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font 
enly Easy to set and align—shorpest 
reproduction. Free ples and details. A.A. 
Archbold, Publisher, Box 20740-K, Los Ange- 
les 6, Calif. 


WANTED TO BUY 


Wanted for outright purchase. Mail order 
business or ling lists of consumer buyers. 
Please submit complete details and asking 
price. All replies kept in strict confidence. 
Write to Alan Dugdale, Drumcliff Co., Tow- 
son 4, Maryland. 


| 


world, and | mean the printers, the 
lettershops and the list bureaus. 
There is only one endeavor that has 
more experts connected with it than 
the direct mail field and that is the 
endeavor of becoming parents. If as 
many direct mail campaigns were 
produced as children, parenthood 
would soon disappear as a field of 
experts and direct mail would take 
its place. 

This lack of creative talent at the 
“shop” level can be laid directly at 
the feet of shop owners who, with 
complete lack of vision, insist that 
they are succeeding only when the 
mimeograph, or the multigraph, or 
the press, is turning 24 hours a day. 
Few of them make any effort what- 
soever to train, either themselves or 
an apprentice, in the tough problems 
of creating satisfactory and success- 
ful material for the user. It has al- 
ways seemed to me that the produc- 
tion people are sort of fascinated by 
all the equipment they use and have 
forgotten that the equipment is 
worthless without mental planning in 
advance to provide the ideas to make 
the equipment possible. 


T his com- 

WIGHT pany is reor- 
ganizing and 

strengthening its own direct mail 


planning, increasing its direct mail 
appropriation, and adding new direct 
mail uses to its list of projects for 
1956. One of the contemplated uses 
for direct mail, new to us, is the sub- 
stitution of a certain campaign for 
salesmen’s leg work in the gathering 
of information utilized in the mer- 
chandising of one of our lines. We 
think we can thereby save salesmen’s 
valuable time and get a greater 
amount of factual information at a 
smaller cost by the use of mail in- 
stead of manpower. 

pet peeve? 


WOODBURY poe’ 


letters which do not make a point in 
the first second or two of reading. | 
received one from a large concern 
the other day which I couldn't 
understand, though possibly it was 
the end of the day when I tried to 
read it. The same letter, inciden- 
tally, had “Personal” stamped on the 
outside, which I think is annoying to 
some people. A good many direct 
mail pieces | see don’t seem very 
well integrated; that is, there are 
maybe three or four enclosures, col- 
ored differently, and which don't 
have much relationship to each 


other. @ 


What is my 
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SUMMARY 


HAT, my friends, is the end of 
7 this particular roundup. Some of 
you may object to some of the opin- 
ions. But I hope you like this idea 
of “hoped-for-in-1956” rather than 
the glittering generalities of predic- 
tions or forecasts. 

As we read over the manuscript 
again it sounds like a pretty 
sound program for you, for all of 
us, for the DMAA and others. 

In fact, study the outline again 
and you'll see it might form the basis 
of a complete three-day convention 
program ... with a portion of the 
time devoted to each subject with 


practices which irritate recipients. 


phases which have been neglected. 


A gradual (if not now) elimination of tricky, insincere, d 


An increased effort on the part of all mailers to eveid | irritati duplicati 
better list handling and by (b) better 
plicable to small as well as large users. 


Better relations with the Post Office Department . . 


Footnote: This is the first issue of The 
Reporter written and edited in the new 
Sunshine Office. For our many friends 
who have inquired, this is the report: 
Moved into new home on Thanksgiving 
Day, November 24, 1955. Not too many 
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An increased drive for more education at both school and adult levels . . 
@ new crop of well-trained people into the direct mail field. 


emphasis of course on Sections six, 
eight and twelve. We recommend 
the outline to Fred Pinkerton, vice 
president of Reinhold-Gould, Ine., 
535 Fifth Ave., New York, who has 
aceepted the program chairmanship 
of the New York convention (Octo- 
ber 1, 2 and 3, 1956). 

For your convenience in filing or 
for reference, we'll give you a sum 
mary of the twelve sections. Check 
those which are most important to 
you... and then let us know what 
you think about the whole thing. 
Have we covered all that you hope 
for in direct mail during 1956? 


An increased drive to eliminate frauds, rackets and obscenity from the mails. 


by (a) 
which would be ap- 


shad. 


. and better service on certain 


A cleaning up of the “testing problem” and elimination of inconclusive test reports. 


More intelligent crusading for a better understanding of direct mail. 


Serious thinking about o possible change in the terminology or description of the 
medium. (Is “direct mail” the right word?) 


More study of the possibilities of readership surveys. 

A definite move to determine whether the fod for “mass motivation research” should 
spill over into direct mail. Or should it be forgotten? 

A larger « end better annval contest to select the best direct mail work in the country 


or elaborateness and with more emphasis on 
unpretentions but Mlective no matter how small. 


. to bring 


More interest in COPY and the development of ideas and intelligent planning. 


headaches. Gradually getting settled . . . 
but office came first. If you'd like to com 
ment on this feature issue .. . send us a 
wire or letter to 3 Bluff View Drive, Bel 
leair, Clearwater, Florida. But direct 


routine mail to main office in Garden City, 


ALL UNDER 
ONE BIG ROOF 


AUTOMATIC AND 
HAND INSERTING 


MULTIGRAPHING 
AND 


PREMIUM MAILING 
CONTEST JUDGING 
ASSEMBLING SALES KITS 


Client roster includes Colgate 
Palmolive Company, Esquire 
Magazine, Hoffmon Publica 
tions, Lever Brothers, Thomas 
J. Lipten, tnc., National Bis 
cuit Company, Reporter Pub- 
lications and many other 
leading advertisers and 
ogencies 


cor 
Extra Service... Dependability... 
Quality...at No Extra 
Write for brochure 
250 FOURTH AVENUE NEW YORK 3, 
25th Year of Service * GRamercy 7-6500 


CUP BOON OF LINE ART - 
CLIP BOOK OF TONE ART 


e rather than mass 
repres and mailings 
THE LETTER LADY 
‘Mad n St, ¢ ego 2, iil. 


HIS 2 MARK 


This is my sign of creative toll to make sales 
boll. Bymbolizes distinetive advertising, signi 
fies conscientious service Sales Letters ail 
vertising 


Leo P. Bott, Jr.. 64 Jackson, Chicage 


Trevelture ete 


ADDRESSING 
From $6.50 per 1,000 


Typing from your list expertly done at 
real savings to you. All work corefully 
examined and guaranteed accurate. Free 
daily pick-up and delivery. Call for more 
information of representative. 


CENTRAL TYPING SERVICE 


Addressing List Maintenance 
75 Sunset Ave., Lynbrook, LY 9-1670 


= 
OL 
7 
| 
% 
4 
me 
‘ 
ix 
FREE SAMPLES | 
ort por offen 
CLIP BOOK OF LETTERING wi 
HURRY’! Get generous (ree samples of 
Wonderful for offeet Just clip and 
VOLK JR.ART STUDIO | 
22 W 
oO 
10) 
| 
4 


USTINGS OME LINE PER ISSUE, $15.00 
YEAR. UNDER SPECIAL HEADINGS, 
$70 60 PER YEAR 


Direct Mail 


ACETATE SHEET PROTECTORS 
A. G. Gerdes Co., inc 437 N.S th St... Milwaukee 3, Wis. (BR 2.3372) 


ADDRESSING 
Active Equipment Supply 47.3) 35 St., Long island City |, N. Y. (RA 9-9030 
Addrew-O-Rite Stencil & Mach. Co., inc. W. 23 N.Y.C. 10 (OR §-3240 
Central Typing Service 7S Sunset Ave., Lynbrook, N. Y. (LY 9-1570 
Creative Mailing Service, inc 460 N. Main, Freeport, N. Y. (FR 9-243!) 


ADDRESSING & LIST CONTROL SYSTEMS 
Samaes Punched Card Div..Underwood Corp. | Pk. Ave., N.Y.C. 16 (LE 2-7000) 


ADDRESSING MACHINES 
Addrening Machine & Equip. Co....326 Broadway, N. Y. 7, N. Y. (HA 2-6700) 
Elliott Addr. Machine Albany Cambridge Mess 6-2020) 
Meiers Equipment Co 40 W. iSth N.Y. H 3.3442) 
Sever & Wallinglord 143 W. Broadway, 13 (wo 40520) 


ADDRESSING — TRADE 
Belmar Typing Service..91-71 St., Richmond Hill 8 N. Y. (VI 65322) 
Shepins Typing Service..68-11 Roosevelt Ave. Woodside, N. Y. (HI 6-2730) 


ADVERTISING AGENCIES 
Ad Seribe P. O. Box 254. North Canton, Ohio (Tel: 9-2552) 
American Direct Mail (113-19 Venice Bivd 
Los Angeles 15, Calif (DU 8.1305) 
Martin Ad Agency (Dir Sell. Mail Ord.) 15 PA E. 40. N.Y.C 16 (LE 2-475!) 
Charies Rogers Assoc. 92:32 Union Hall Jamaica 33, N. Y. (OL 8 4300) 
Rostem Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 


ADVERTISING ART 
A. A. Archbold, Publisher ..?. O. Bow 20740, Los Angeles 6, Calif. (@! 9-9062) 
Reymond Luftin West Clinton Ave., Tenafly, N. J (EN 3.4860) 
Trepkus Art Studio (Small Ads) 349 10th St.. Moline, | 
Marry Volk Jr. Art Studio. 1401 N. Main St. Pleasantville, N. J. (PL 4620 


ADVERTISING BOOK MATCHES 
Meich Corp. of America 3433.43 W. 48th Chi. 32, (VI 7-244) 
Universal Match Corp 1501 Locust St., St Lowis 3, Mo. (CH 1.3230) 
ADVERTISING SPECIALTIES 


Geo. McWeeney Co., 87, 614 Campbell Av... W Haven, Conn. (WE 4.341!) 
Meinherd!, inc 4333 N. Pulaski Chicago 4), Ili, (JU 8.3813) 


AUTOMATIC SERVICE 
Circulation Associates, inc 2726 West Séth St.. N.Y.C. 19 (JU 6-3530 
Glebe Orgenizetion, inc 400 Lexington Ave., N.Y.C. 17 (PL 3.7938) 
Hudson Fulton Meiling Service ..25 West Broadway, N.Y.C. 7 (CO 7-617!) 


AUTOMATIC TYPEWRITING 


Ambaesuedor Letter Serv. Co Stone St., N. Y. 4, N. (BO 9.0607) 
American Auto Typewriter Co. 2323 N. Pulaski &., Chicago 39, Il. (EV 515!) 
Cariston Auto. Typewriting Serv. 3744 N. Clark St., Chic. 13, Hil. (EA 7-5496) 
Margaret Mitchell Darina Milford, onn, (MI 2-5800) 
Repass Letter Service 29 So. Wabash Ave., Chi. 3, Ill. (CE 64056) 
BOOKS 
Art & Tech. of Photo Eng. Horan Eng. Co. 44 W. 28, N.Y.C. | (MU 9.8585) 
Reporter of Direct Mail 224 7th, Garden City, N. Y 
Cordielly Yours $5.00 
Dogs thet Climb Trees 1.00 
How To Get The Right Start in Direct Advertising 1.50 
How To Think About Direct Mai! 1.00 
How To Think About Letters 1.00 
How Te Think About Readership of Direct Mai! 1.00 
How Direct Mail Solves Management Problems 1.00 
How To Think About Showmanship in Direct Mail 1.00 
How To That About Mail Order 1.00 
How Te Think About Production and Mailing 1.00 
The Plain Jene of Direct Mail So 
Te Think About Industrial Direct Mail 3.00 


BUSINESS BRIEFS 
1015 S. Shepherd Or., Houston 19%, Texas (LY 9/26) 


BUSINESS CARD SERVICE 
270 Lateyette N. Y. 12, N. Y¥. (CA 66340) 


CATALOG PLANNING 
101 W. SSth St. N.Y. 19 (PL 7-1967) 


CHRISTMAS STATIONERY 
Gettier Montanye, inc Glyndon, Maryland 842) 
Ine Newbern Company 207 W. Mein St., Arlington, Texes (AR §-2207) 
CO-OP CARD — COUPON MAILINGS 
Roskem Advertising (Mei! Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 


Wermore & Co. 
8. O. Mill, Ine. 


Cetelog Planning Co 


COPYWRITERS (Free Lance) 
Leo P. Bort, Jr 64 E. Jackson Bivd., Chi. 4, Ill. (HA 7-9187 
Orville E. Reed 106 N. State St.. Howell, Mich. (Tel: 65 
Rostam Advertising (Mail Order)..1430 Grand, Kansas City 6, Mo. (HA 6469 
©. C. Shirey 0. M. Adv. 162! Conn. Ave.. N. W.. Wash. 9, D: C. (AD 4.3527 
Alfred Stern 2 West 46th St.. (Rm. 309) N. Y. 36, N. Y. (JU 6-4662 


DESK CALENDARS 


Gettier-Montanye, Ir sliyndon, Maryland (Reisterstown 842) 
DIRECT MAIL AGENCIES 
Ahrend Associates, Inc 254 W. S4th St.. N. Y. 19, N.Y. (JU 6-2547) 
American Mast Adv., inc...610 Newbury St., Boston 15, Mass. (CO 6-7540 
Arrow Serv 271 State Street, Schenectady 5, N. Y. (SC 4-9714 
Barbara & Statt 420 Market San Francisco Cal. (YU 62378) 
Homer J. Buckley 108 N. State Sr., Chi. 2, til. (ST 2-5336 
The Buckley Organization Phila. National Bank Bidg., Philadelphia 7 Pa 


Chase & Richardson, inc 
Dickie-Raymond, inc 


9 E. 45th St.. N.Y.C. 17 (MU 2-8285 
470 Atlantic Ave., Boston 10, Mass. (HA 6-3360 
Dickie-Reymond, inc 225 Park Ave., N. Y. 17, N. Y. (MU 4-3610) 
Direct Mail Services 175 Luckie St. N. W.. Atlanta 3, Ge. (CY 3398 
The Reuben H. Donnelley Cor 350 East 22nd St., Chi. 16, (Vi 2.3232 
Dutly & Assoc., inc 918 N. 4th St. Milwaukee 2, Wis. (8R 3.7852) 
General Office Service, inc. 527 6 St.. N.W., Washington |, D. C. (NA 68-5348) 


Frederick E. Gymer 2125 E. Mh St., Cleveland 15, Ohio (SU 4220) 
rerrison Services, inc. 341 Madison Ave., N. Y. 17, N. Y. (MU 99-1630) 
Hickey-Murphy Div. of James Gray, inc. 2i6 E. 45 St., N.Y.C. 17 (MU 2-9000) 
Proper Press, inc 129 Lafayette St.. N. Y. 13, N. Y. (CA 6-4757 


R. L. Polk & Co 


43) Howard St.. Detroit 3), Mich. (WO 1.9470 
Reply-O Products Co. 


7 Central Park W., N. Y. 23, N. Y. (CI 5-8118) 


Sales Letters, Inc 153 W. 23rd St.. N. Y. C. (WA 99-2680 

Sande Rocke & inc. 9! 7th Ave., N.Y.C. tl (WA 4-155! 

J. 8. Sands & Company 16 Brighton Ave., Boston 34, Mass. (ST 2-8947) 

John M. Lord & Co. 11 Beacon St., Boston 8 Mass. (LA 3.6545) 
DIRECT CONSULTANT 

Lawrence Lewis & Assoc. S Sth Ave., N. Y. 10, N. Y. (OR 7-6868) 
DIRECT EQUIPMENT 

8. H. Bunn Co 7605 S. Vincennes Ave., Chicago 20, III. (HU 3-4455) 

Cheshire Mailing Machines Inc. i417 W. Altgeld Ave., Chi. 14, Ill. (LI 9-3254 

Corbin Wood Products Hornell, N. Y 


R. C. Coxhead Co 720 Frelinghuysen Ave., Newark 5, N. J. (Bi 2-2600 
Felins Tying Machine Co. 335! N. 35th St.. Milwaukee 16, Wis. (HI 5-713) 
yeneral Binding 812 West Belmont Ave., Chi. 14, til. (DI 8-3700 
Martin-Yale inc 2100 W. Fulton St., Chicago 12, | 
National Bundie Tyer Co Blissfield, Michigan (BL 162) 
Scriptomatic, inc 310 N. tith St.. Phila. 7, Pa. (WA 2-4213) 
Seal-O-Matic Machine Mfg. Co So. Hackensack, N. J. (HU 7-1490) 
DIRECT MAIL SUPPLIES 

243 N. Water Street, Rochester, N Y. 
ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Mach. Co., inc. 64 W. 23 St., N.Y.C. 10 (OR 5-3240) 
Clear Cut Duplicating Co. 149 Broadway, N. Y. 6, N. Y. (WO 4-4457) 
Creative Mailing Service 460 N. Main St.. Freeport, N. Y. (FR 8-4830) 
Elliott Addressing Mach. Co. 117 Leonard St.. N. Y. 13 (WA §-137!1) 


Presto Process Co 


ENVELOPES 
American Envelope Mfg. Corp.....60 Beekman St., N. Y. 38, N. Y. (CA 6-7152) 
The American Paper Products Co. East Liverpoo!, O. (FU 55-4240) 
Atlanta Envelope Co 1700 Northside Or., Atlanta |, Ge. (EL 3686) 
Berlin & Jones Co., Inc. 601 W. 26th St.. N. Y. C. | (WA 4-4400) 


The Boston Envelope Co 397 High St.. Dedham, Mass., (FA 5-6700) 
The Century Envelope Co...50! Park Ave., Minneapolis 15, Minn. (GE 3663) 
The Clasp Envelope Co., inc 98 Bleecker St. N. Y. 12, N. Y. (SP 7-035! 
Columbia Enveiope Co 2015 N. Hawthorne, Melrose Park, Iii. (ES 846214 
Samuel Cupples Envelope Co....360 Furman Brooklyn 2, N. Y. (TR 5-6285 
Cupples-Hese Corp 4175 N. Kingshighway, St. Louis 15, Mo. (EV 3790) 
Curtiss 1000 Inc 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-122!) 
Detroit Tullar Envelope Co...2139 Howard St., Detroit 16, Mich. (TA §-2700) 


,arden City Envelope Co 3001 N. Rockwell Chi. 18, (CO 7-3600 
Gaw-O'Hara Envelope Co..500 N. Sacramento Bivd., Chi. 12, (NE 68-1200) 
The Gray Envelope Mig. Co 55-33rd St.. Brooklyn 32, N. Y. (ST 8.2900) 
meco Envelope Co 4500 Cortland St.. Chi. 39, Ill. (CA 7-2400 


Long Island Envelope Co., Inc. 106-05 Northern 8!., Corona, N. Y. (DE 5-4646) 
Rochester Envelope Co 72 Clarissa St.. Rochester 14. N. Y. (HA 2404) 
The Standard Envelope Co 1600 E. 30th St., Cleveland 14, O. (PR 1.3960 
Tension Envelope Corp...19%h & Campbell Sts., Kansas City, Mo. (HA 0092 
Tension Envelope Corp. 522 Fifth Ave.. N. Y. 36, N. Y. (MU 2-4644 
Transo Envelope Co 3542 N. Kimball Ave., Chicago Ill. (IR 8.6914 
Transo Envelope Co 22 Monitor St.. Jersey City, N. J. (HE 4.1587) 
United States Envelope Co Springfield 2, Mass. (RE 6-721!) 
United States Envelope Co. 217 Broadway, N. Y., N. Y. (BA 7-5700) 
Wolf Detroit Envelope Co....14700 Dexter Bivd., Detroit 32, Mich. (D1 1-222!) 
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ENVELOPE SPECIALTIES 
The Connelly Organization, Inc 1010 Arch St., Phila. 7, Pa. (MA 7-833) 
Curtis 1000 inc. 150 Vanderbilt Ave.. W. Hartford 10, Conn. (JA 2-122!) 
Du-Plex Envelope Corp 3026 Franklin Bivd., Chi. 12, I. (NE 8-1200) 
Garden City Envelope Co 300! N. Rockwell St.. Chi.. 18. Ill. (CO 7-3600) 
The Sewdon Co 480 Lexington Ave., N. Y. 17. N. Y. (PL §-2516 
Tension Envelope Co '%th & Campbell! Sts. Kansas City 8. Mo. (HA 0092) 
The Wolf Envelope Co 1749-61 E. 22nd St.. Cleveland |, O. (PR 1.8470) 


FOREIGN MAILINGS 
Sende Rocke & Co., Inc 9! 7th Ave., N.Y.C. 11 (WA 4.155!) 


FOREIGN POSTAGE 
6 Lahey St.. New Hyde Park, N. Y. (FL 2-2915) 


FUND RAISING 
585 Main St., E. Orange, N. J. (OR 3-2233) 


HOUSE ORGANS (SYNDICATED) 
Susser Letter Service 70-0! Queens Bivd., Woodside 77, N. Y. (NE 9-7500) 


IMPRINTERS — SALES LITERATURE 
irculation Associates, inc. 226 West Séth St. N.Y.C. 19 (JU 6-3530) 
L. P. MacAdams Co 301 John St.. Bridgeport 3, Conn. (ED 4.2167) 


INSERTING —— — AUTOMATIC MACHINE 
Nationwide 53 4th Ave., Brooklyn 32, N. Y. (SO 8-4819) 
ulation Associates, inc. 226 West Séth St.. N.Y.C. 19 (JU 6-3530) 
ng & Mailing Corg 2 Broadway, N. Y. 4, N. Y. (WH 4.3722) 
r 216 N. Clinton St., Chicago 6, (Fi 6-0722) 


INVISIBLE INK POSTCARDS 
East Orange, N. J. (OR 4-8308) 


LABEL PASTERS 
200 North St., Teterboro, N. J. (HA 8-194!) 


LABELS 
Dennison Mig. Co Framingham, Mass. (TR 3-35!!) 
Eureka Specialty Printing Co 558 Electric St.. Scranton 9 Pa. (Di 7-2035) 
Allen Hollander Co.. Inc 385 Gerard Ave... N. Y. N. Y. (MO §-1818 
Penny Label Co 9 Murray St. N.Y. 7, (BA 7-777!) 
Tornpkins Label Co 1518 Walnut St., Philadelphia 2, Pa. (PE 5-6999) 


LETTER GADGETS 
Hewig Co 45 W. 45th N. Y. 19 (JU 2-2186 
Robert Straub & Ce W. Jackson Bivd., Chicago 4, lil. (WA 2-188) 
A. August Tiger 545 Fifth Ave., N. Y. 17, N. Y. (MU 5-9552) 


LETTERHEADS 
Brunner Printing Co., Ir 1010 Jeflerson Ave., Memphis, Tenn. (Tel: 2-2355) 
Harper Engraving & Printing Cc 283 E. Spring, Columbus 15, O. (AD 5057) 
R. O. H. Hill Inc 270 R Lafayette St.. N. Y. 12, N. Y. (CA 6-6340) 
Peerle Lithographing Ce 4303 Diversey Ave., Chi. 39, Il. (SP 2-7000) 
Woodbu Ce Ine Chadwick Square, Worcester 5, Ma (PL 4-172!) 


MAIL ADVERTISING SERVICES (Lettershops) 
22 W. Madison St (2) (FR 2-8734) 


216 N. Clinton St. (6) (FI 6-0722) 
216 W. Jackson Bivd., (6) (FR 2-5953) 


Foreign Postage Service 


Morley W. Jennings 


Potdevin Machine Co 


CLEVELAND 
Cleveland Letter Ser r 740 W. Superior, (13) (SU 1-8300) 


DETROIT 
Advertising Letter rv 2930 Jeflerson East, (7) (LO 7-9535) 
Curtis & Burgis oor—Marquette Bldg. (26) (WO 43-0588) 
HOUSTON 

Premier Printing 
KANSAS CITY 


jvert 


420 Texas Ave 2) (CA 7-4145) 


6 W. 10th (HA 6469) 
LOS ANGELES 
Atlas Letter Serv 5. Spring St., (13) (MI 5181) 
Krupe Adv. Ma ’ 28 S. Los Angeles St.. (12) (MI 8753) 
OHIO 

‘ ener rt 
NEW YORK CITY 

ivertise 

nart Ma 

jine 


if 
ry Letter 


(JU 2.3344 
PHILADELPHIA 


nnelly Orger 
fingte Ma 
PITTSBURGH 
Advertisers Ass AT 1.6144) 
ROCHESTER 

Ayer & Stret 
SAN 
The Lette (SU 1-6564) 


WASHINGTON, c 

WESTFIELD, New JERSEY 

TORONTO, ONTARIO 

200 Adelaide 


MAILING LISTS — BROKERS 
*Archer Mailing List Serv 40 W. S5th 19 
*George ®. Bryant Ce son Ave N.Y 
rqe Bryant Ce 5 Wacker Dr.. Chi 
ige Ce 6 East 23rd St.. N 


MA 7.8133 
Ri 6-1840) 


(BA 6340) 


(JU 6-3768) 
MU 86-265! 
(ST 2-3686) 
10 (AL 4-7480) 


Dependable Mailing List, Inc 38) 4th Ave.. N.Y.C. (MU 
*Welter Drey, inc 333 N. Michigen Ave., i 
*Walter Drey, inc 257 4th Ave. N. Y 
International List Ce inc... 565 Fifth Ave., 
*Guild Co 160 Engle St. Englewood, 
*Lewis Co 7 W. 45th 36, we 
Maddern, in 215 4th Ave.. N. Y. 3, 
Order List Serv. 38 Newbury St., Boston 16, Mass 
352 Fourth Ave., N. Y. 10. N 
136 W. S2nd St., 
167 East 33rd St. N.Y 
9 West 44th St. N.Y 
Advertising (Mail Order) 1430 Grand Kansas City 6 Mo. (HA 6469) 
s & Co., Lid. 165 McDermot Ave., Winnipeg |, Canada (92-215!) 
Stroh, Jr 568-570 S4th St.. West New York, N. J. (UN 4.4800) 
E. True Assoc 419 4th Ave. N. Y. 16 N. Y. (MU 9.0050) 
Youngren 1209 Scofield Dr.. Glendale 5, Calif. (Ci 1.9218) 
* Members Nationa! Council of Mailing List Brobers 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE: COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OF COMPILERS & OWNERS 
ct Mail Users 8 500 (Reporter of Direct Mail Adv.) 
Owners List over 2,000,000 (Western Empire) 
ypant Mailing List Nat'l Coverage (Western Empire) 


MAILING LIST — COMPILERS & OWNERS 
Active Equipment Supply 47-3! 35 St., Long Island City 1, N. Y. (RA 99-9030} 
Albert Mailing Lists 120 Liberty St. N. Y. 6 N. Y. (RE 2-7573) 
A Mailing Lists Cors 400 Madison Ave., N. Y. C. 17 (MU 88-6500) 
Assoc ated Advertising Serv... 613 Willow St., Port Huron, Mich. (YU §-7773 
Bodine Baltimore 50! E. Preston St. Baltimore 2, Md. (VE 7.0400 
Lists Broadway, N. Y. 13, N. Y. (WO 4-687!) 
Boyd's City Dispatch 220 East 23rd St., N. Y. 10, N. (OR 
Buckley Dement 555 W. Jackson Bivd.. Chicago 6, Ill. (HA 7.3862) 
Catholic Laity Bureau 45 West 45th St, N. Y. 36, N. Y. (CO §-4490) 
ve Mailing Service 460 N. Main St.. Freeport, N. Y. (FR 86-4830) 
133 N. Michigan Ave., Chi. (FL 64180) 
257 4th Ave. N. 10. N. Y. (OR 4-706!) 
inc 565 Fifth Ave.. N.Y.C. 17 (PL 3.0833) 
Hillen Rd. Towson 4, Md. (VA 3.7290) 
Webster, Mass. (WE 7780) 
Z Addressing Serv 83 Washington St.. N. Y. 6 N.Y. (HA 2-9492) 
Hofheimer 28 E. 22nd St.. N. Y. 10, N. Y¥. (OR 4.6420) 
Machinery News 16142 Wy nq Ave.. Detroit 21, Mich. (D1 1.2658) 
Bureau 120 Broadway, N. Y. 7, N. Y. (BE 3.4239) 
mn Bur. 11834 Ventura Blvd.. N. Hollywood, Cal, (ST 7.3169) 
neering Ce #500 12th St.. Detroit 6 Mich 
Ame 239 N. 4th, Columbus 15, 
ectory 12 Barclay N. Y. N.Y 
2432 Grand Concourse 
167 East 33rd St.. N. Y. 
43! Howard St.. Detroit 
50 East 42nd Street, N. Y (MU 7.6311) 
11834 Ventura Blvd. North Hotlywood, Calif. (ST 7.3169) 
rect Mail Adv 224 7th St.. Garden City, N. Y. (PI 6-1837) 
(SW Prog.) 6238 Wilchire Los Anaeles 48. Cal. (WE 39168) 
Speed Address 48.0! 42nd St., Long Island City 4, N. Y. (ST 4-9922) 
m Stroh, Jr 568.570 S4th St... West New York, N. J. (UN 4.4800) 
mp. Dir. Adv. Co. 612 Howard St., San Francisco 5, Cal. (GA 1.6600) 
Zeller and Letica, Inc 1S East 26th 10. N. Y. (MU 5.6278) 


MAIL ORDER AGENCIES 
Roskam Advertising (Mail Order) 10 Grand, Kansas City 6, Mo. (HA 6469) 
Sparks Advertising Ager O. Bow 211, Brownwood, Texas (9073) 


MAIL CONSULTANT 
Whitt Northmore Schultz 1115 Old Elm Lane, Glencoe, Ill, (GL 2499" 
MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mia. Ce 220 W. 19th 11, (CH 3.0692) 


MATCHED STATIONERY 
1%h & Campbell Sts., Kansas City, Mo. (HA 0092) 


MIMEOGRAPH MACHINE 
Addressing Machine & Equip. Ce 3126 Broadway, N. Y. 7, N. Y. (HA 2.6700) 


MULTIGRAPH SUPPLIES 
19 S. Wells Chi. 6 (ST 7808) 
55 Fulton St. N.Y.C. 7 (BE 3.1487) 


PACKAGING 
Circulation Associates, inc 226 West Séth St. N.Y.C. 19 (JU 6-39690) 
Pack-It (also Mail-tt) 7 Brown St.. Newark 5, N. J. (MI 2.7578) 


PAPER MANUFACTURERS 

Appleton Coated Paper Co 1250 N. Meade St. Appleton, Wis. (41454) 
Byron Weston ¢ pany Dalton. Mast 
Cw Paper ¢ pany Newark, Delaware (NE 6.855!) 
Eastern Corporation Bangor, Maine (Tel: 872!) 
w. Cc milton & Sons nm, Pa. (iV 3.3160) 
Hammermill Paper Ce ‘ (Tel: 4.7101) 
international Paper Co 220 42nd N. Y (MU 2.7500) 
Kimberly-Clark Corporatior Neenah (PA 2.3311) 
The Mead Cors B19 Put Ledger Bidq., Phila. 6 Pa. (WA 2.6441) 
Millers Falls, Mass. (OL 9.3991) 

Cohoet 

Neenah, Wis. (Tel 

Port Edwards, Wis. (Tel 

Ypsilanti, Mich. (Tel 

Kalamaroo Mich (Tel 2-018!) 
Housatonic, Mass. (HO 47) 


PARCEL POST MAILING BOXES 
ygated Paper Products Inc. 2235 Utica Ave., Bkiyn 34. N. Y. (ES 7.6112) 


PERSONALIZED GIANT GRAMS 


Tension Envelope Corp 


Chicago Ink Ribbon Co 
Mack Type Co., Inc 


Sande Roche & Co., Inc 97 Tth (WA 4.1961) 


PHOTO ENGRAVERS 
Horan Engravin« 44 W. 78th St., New York |, N.Y. (MU 
Newsau Photo 2754 W. diet St. N.Y. C. (PE 60817) 


Continued on next page) 
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; My Mail Order Day 


| By Jared Abbeon i 


Reporter's Note: We'd like to introduce all 
new readers to Jared Abbeon . . . but we 
con't. The name is actually a pseudonym 
weed by a well-known mail order operator. 
He con't reveal his real name and sill 
maintain some of his information sources 
. « » which make his Day both provocative 
and infermotive. His advice is well worth 
following if you're using the mail order way 
of doing business. 


A chap from the big city came 
into my office the other morn and 
flaunting a beautiful slick catalog in 
my face exalted, “Isn't she a beauty’ 
I mailed 30,000 yesterday. Doesn't 
she look like a winner?” 

So | gazed at him with sadness 
and said, “Friend, why do you come 
to the doctor's office when the man 
you wish to see is the undertaker?” 
After he finished sputtering | went 
on to explain that his catalog was 
without doubt an artistic master- 
piece and that my opinion as to its 
chance of being a winner was of no 
importance (in view of the fact that 
he had already mailed a substantial 
quantity without bothering to test). 

But he had few items in the 
booklet. They were such a low price 
and most of them had been kicked 
around for years. And the worst 
was... he did not possess that asset 
of assets, a trusting list of past pur- 
chasers. He had purchased a list war- 
ranted by a fourth-rate list house as 
having good potentials because. 
“They were good customers of a mail 
order company up in City.” 


He left my office mumbling, “The 
hell with your mathematics. So how 
much is 15% return to break even? 
Its a beautiful catalog.” 


Let me repeat for the 999th time: 
If you are considering going into 
what the touts refer to as “The 
Fabulous Mail Order Business” first, 
GET YOUR ITEM. If you don't 
have that prime pulling item you can 
pack up your tent with all your 
fancy furniture, plans, books and 
courses and direct your steps to 
bankruptcy court. So help me Han- 
nah | have had characters engage 
me in long technical discussions as 
to best system of addressing. Elliot 
for simplicity, Speedaumat cause it 
zips along at 5,000 per hour, or 
should they invest in Pollard-Alling 
seeing as how a fellow in St. Louis 
told them he geared his up to run 
21,000 names per hour. All this con- 
versation and they have yet to open 
their first envelope with a green flag 
inside. Again as the book on How 
to Cook Possum Stew says—‘ First, 
catch yourself a possum.” So GET 


YOUR ITEM. Then . . . TEST IT! 


Wemo—to that magazine in Calif. 
ornia: Sorry boys (or is it girls?). 
I won't subscribe to your magazine 
even though you promise to mail my 
copies in a plain envelope and do 
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quote the U. S. Supreme Court to 
the effect that subscribers names are 
absolutely private and that no auth- 
ority can obtain them for any pur- 
pose. It is not that | am scared. Lets 
face it. You just don’t interest me 
But keep old Jared’s nom de guerre 
on your list. | love to get mail. 
* 

Here is $10 worth of any mail 
order man’s money: Publicity Media 
Service (331 Madison Ave., New 
York 17, N. Y.) is putting out a 
Magazine Editorial Guide listing 172 
consumer magazines in 19 categor- 
ies. Gives the full data. This outfit is 
strictly legit. | use their N. Y. Fd:- 
torial Guide at least once a month in 
preparing publicity releases. 

* 


Problem arose: What can be pur- 
chased imprinted for a nickel, sent 
along inside an envelope with a let- 
ter for a three cent stamp, and the 
recipient would keep it on his desk 
for a long time, maybe even years? 
A letter to the ubiquitous Marvic 
Company (861 Manhattan Ave.., 
Brooklyn 22, N. Y.) produced an 
item called the Curvex. Filled the 
requirements in every detail. | even 
swiped a sample for my desk. 

* 

Here it is getting down to the end 
of the column again and there 
are so many, many things still in my 
drawer that | would like to mention. 
But before the editor takes out his 
blue pencil and starts cutting the 
length from the bottom up, let me 
wish all you survivors from Christ- 
mas—The merriest of New Years’ 
with your local Postmaster groaning 
neath the weight of orders—to all 
you newcomers to the mail order and 
direct mail industry, | sure hope you 
are with me next Christmas (and 
that I am with you). 
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Reporter's Note: For you new readers joining 
us at the first of the yeor, we should in- 
troduce you to Orville “Bus Reed. He's the 
well-known copy expert and author from 
Howell, Michigan, who has been on the 
direct mail scene (particularly on these 
pages) for many yeors. Reed-able Copy is 
a monthly clinic especially helpful to smaller 
businesses with copy problems. You'll find 
it sometimes controversial sometimes 
humorous . . . but always thought-provoking 
and helpful. It’s limited in space this month 
due to our special feature . but it will 
be given the full treatment again starting 
next month. You're welcome to join Orville’s 
copy roundtable any time. Write to him at 
Howell or c/o of The Reporter. 


E may be straining at a gnat 

or making a mountain out of a 
molehill, but it seems to us that the 
old AIDA formula for letter writers 
ought to be revised. 

Much of the direct mail that 
crosses our desk seems a trifle self 
conscious. It seems to be afraid that 
nobody will read it. So it resorts to 
gimmicks and trick phrases on the 
outside of mailing envelopes in order 
to make good on that first letter of 
the AIDA formula—Attention. 

Much of this envelope copy draws 
attention to itself—not to the prod- 
uct or the “benefit” the reader might 
get if he reads its contents. 

Showing a picture of a nekked gal 
on an envelope, or a picture of a 
baby, or a dog. or Abraham Lincoln, 
does, without doubt, get “attention.” 
But if the product or service being 
sold on the inside has nothing to do 
with females, swaddling clothes, flea 
powder, or the great Emancipator 

. what good is such attention? 

It's a matter of 
course, but it seems to me “interest” 
is what you are after. If you get in- 
terest, the business of getting atten- 


semantics, of 


tion goes right along with it. 

The objective, of course, is to get 
the letter opened and read. And if 
you use the outside of an envelope 
to convince the reader that he will 
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get a “benefit” by reading the con- 
tents of the mailing, the copy on the 
outside of the envelope has done its 
job. 

So let’s bury the buxom, grand 
opera soprano AIDA, and stick to 
good old IDA, “sweet as apple cider.” 

If you get a reader's interest, you 
also get his attention. That's for sure. 


How About Formula? 
I've had several letters from 
readers accusing me of sticking too 
closely to formula. They claim that 
writing can’t be reduced to a for- 
mula. agree. 

But bear in mind, the reason Jack 
Benny's attempts at the violin are so 
funny. is because he is really an ac- 
complished violinist. When he hits a 
sour note he knows what he’s doing. 
Such a sour note is all the funnier 
because he can do better. The same 
thing with formula. Certainly don’t 
be a slave to formula. But if you 
know the formulae which are pretty 
basic, after all, you are better able 
to break them to get additional im- 
pact or to trip the reader mentally. 

Seasoned writers of direct’ mail 
copy are saturated with formula. To 
them, copy construction, once mas- 
tered, becomes nature. 
They've learned the rules. They res 
pect the rules. And when they break 
them to gain an effect they know 
what they're doing and have a good 
reason for it. 

Writing direct mail copy, to my 
way of thinking, is 70% common 
sense, 20% sales sense, and a mere 
10% writing technique. 

Know why a prospect 
product. Dig out the benefits of the 
product to the prospect. Figure out 
the kind of appeal to use. That's 
common sense. Decide on the proper 
approach. Figure out what will bring 
proper reaction}. 


secon d 


needs a 


action (or the 


“Reed-able 
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Copy” 


That's sales sense. Get all of it down 
in words that will interest the pros- 
pect. Carry that interest through 
what you've written right down to 
the clincher. That's writing techni- 
que. 


Watch Your Wife 


One of the best ways to develop 
your copywriting ability is to learn 
to identify yourself with people 
people you want to persuade to buy 
your book, your subscription, your 
machine, your services, or whatever 
you're selling. 

You've got to speculate about peo- 
ple. You've got to have curiosity 
about them. You've got to keep 
wondering and thinking about what 
makes them tick—-what makes them 
do what they do. Some people call 
this putting yourself in the other 
fellow’s shoes. I call it putting your- 
self in the other fellow’s head. Or 
getting mixed up with the other fel- 
low’s emotions. 

I sometimes think we get so in- 
volved in digging out the “sales 
points” of our product or service 
and devising ways to express those 
sales points cleverly or clearly or 
dynamically, we are inclined to over- 
look the impression what we have to 
say will have on the person who is 
going to trade his money for what 
we have to offer. 


Say What You Mean 


Words don't always mean the 
same thing to different people. 
You've got to be extremely careful 
that readers will put the same inter. 
pretation on your words as you do. 

Here's what | mean—‘“‘Well, old 
boy.” said the guest to his host who 
had just moved into a new home, 
“how do you find it here?” 

The host answered, “Upstairs, first 
door to the right!” 
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(Continued from Page 12) 
Ohio . and is now being sold as 
children's gift for $1.00. But it could 
be made with any copy or artwork, 
and any message on the record. Write 
to president Alvin Barker at the above 
address for quantity prices, etc. 


17) 


|| DIRECT MAIL: Ist; NEWSPAPERS- 
OUTDOOR: 2nd. . . is how hotels and 
motels in the Florida-Caribbean resort 
area rank 
ences. A recent survey conducted by 
Room Service! magazine (based on 500 
replies) larger 
hotels spend more on newspapers, most 


their advertising prefer- 


showed that while 
Florida resorts prefer direct mail. Bro- 
chures, post cards and other direct 
mail accounts for 268¢ of the average 
hotel-motel advertising dollar 
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[| SPEAKING OF ADVERTISING 
DOLLARS ... Troy M. Rodlun of 1832 
M. St., NW, Washington 6, D. C. used 
an attention-getting letter about direct 
mail volume to sell his creative serv- 
ices. Roy typed up the dollar figures 
for the past six years (published in 
our September, ‘54 issue 
page 50 of last month's Reporter), had 
them photostated in reverse, then tip- 


. also on 


ped the stats on to his letter beginning: 
“Men in many kinds of business all 
over the U. S. are steadily increasing 
their investment in direct mail adver- 
tising. It is producing for them or they 
wouldn't keep using still more. Here 
is a reproduction of the month-by- 
month figures of investment in mail 
. Good approach. 


| OUR NOMINATION for the title 
“Most beautiful Christmas catalog of 
the 1955 season” went to one from 
Mission Pak, mail order sellers of fine 
fancy fruits and candies at 125 E. 33rd 
St. Los Angeles 11, Calif. This 38 
year-old firm's catalogs are always 
good but this season's effort topped 
them all. Cover created initial impact 
with a realistic die-cut flap in the 
shape of a large orange. Underneath 
it, on a radiant yellow background, was 


advertising, ete 


the message: “Gifts of Sunshine 
from the Mission Folk in California.” 


Inside pages of the 7” x 10” slick pub- 
lication were dazzling picturing 
all kinds of fruit specialties in an ex- 
citing, “non-cataloged” fashion. Beau- 
tiful unretouched photos were inter- 
spersed with convincing testimonials 
from celebrities. The full-color litho- 
graphy job by Western Litho Co., 600 
E. 2nd St., Los Angeles, was out of 
this world. The whole catalog was... . 
just about perfect. 
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GOVERNMENT PRINTING ECONOMY: 
Under the direction of Public Printer 
Raymond Blattenberger, the U. S. Gov- 
ernment Printing Office saved tax- 
payers $3,000,000 during fiscal 1955 
through voluntary efficiency and econ- 
omy measures. During the 2% years 
he has been Public Printer, Mr. Blat- 
tenberger has returned $8,000,000 in 
savings to the Treasury. While the total 
savings of $11,000,000 were being made, 
the U. S. Government Printing Office 
also absorbed three wage increases 
(now totaling $2,875,000 per year). 
Total number of employees has de- 
creased by 800; but value of the work 
performed during 1955 increased more 
than $3,000,000. 
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[) INDUSTRIAL EDITORS now have 
another good source for obtaining top- 
notch photos. The Champion Paper & 
Fibre Co. is making available its ex- 
tensive library of forestry, pulp mak- 
ing, papermaking, coating and other 
photos relative to the paper industry. 
House magazine editors should write 
to Champion's Public Relations Dept., 
Hamilton, Ohio and ask for their bulle- 
tin showing samples of some of the 
photos available (with caption sugges- 
tions). 


[) THE BEGINNING OF THE NEW 
YEAR is a good time to re-evaluate 
your letterhead. Is it doing the job? 
Does it truly reflect your business .. . 
meeting the requirements of good let- 
terhead design? A good idea-starter 
for anyone planning a new letterhead 
is Letterheads of the Year, latest in 
the annual series of booklets produced 
by Gilbert Paper Company. The cur- 
rent issue contains actual samples of 
sixteen top-notch specimens selec- 
ted by a panel of noted judges. Each 
sample is accompanied by a design 


analysis and identification of type ele- 
ments . . . showing what makes the 
letterhead “click”. Letterheads of the 
Year also has a six-page introduction 
by Burton Cherry, former president of 
the Society of Typographic Arts, who 
tells the requirements of good letter- 
head design. Get a copy of this booklet 
by writing to Gilbert Paper Co., Men- 
asha, Wis. 
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[] BUT DON'T STOP WITH JUST YOUR 
LETTERHEAD .. . now is also a good 
time to re-evaluate what you put on 
it—meaning your letters. We suggest 
you write to Frank Gerhart, adver- 
tising director of Mead Papers, Inc., 118 
W. Ist St., Dayton 2, Ohio, and ask 
him for a copy of the Mead Letter 
Evaluator .. . a new manual developed 
by letter expert Earle A. Buckley. The 
first section of the manual will give you 
17 check-points for analyzing and rat- 
ing the effectiveness of your sales let- 
ter, before mailing. The second section 
will give you a helpful evaluator for 
every day, routine letters. The manual 
also contains a score sheet showing 
maximum point score for each of the 
17 check-points . . . so you can see just 
how your letters measure up in terms 
of effectiveness. 


THE NATIONAL INDUSTRIAL 
ADVERTISERS ASSN. is sparking a new 
membership drive with a well-designed 
booklet titled “Do-It-Yourself” in In- 
dustrial Advertising? The booklet in- 
troduces prospective members to 
N.ILAA. ... explaining the organiza- 
tion’s objectives and how industrial 
marketers can benefit from joining. 
You can get a free copy by writing to 
N.LA.A. president John Freeman at 
271 Madison Ave., New York 16. N. Y. 


[) AFTER YOU HAVE FINISHED reading 
the feature report on “hoped-for pro- 
jects in 1956” .. . take a few minutes 
off to write us what you think about 
the whole thing . . . or about any of 
the individual items or opinions. Hope 
you agree that this roundup represents 
the collective conscience of direct mail. 
It is something to be proud of. A sound 
program to shoot at during all of 1956 
. and thereafter. 
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George R. Bryant Co. , 
MAILING LIST BROKERS George R. Bryant Co. 
75 €. Wacker Drive of New York, Inc. 
Chicage |}, tii 595 Madison Avenve 
New York 22, New York 


thot TER QUALIFIED TO SERVE = 
Backed By Experience is our way of saying 
wide experience... not only as a broker‘butas 
buyer of mailing lists. This is something that 
the opinions we render. George Bryant's strength 
| for instance, stems from customer-list research 
es from consultant work with nationally known horti- 
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FOR EXAMPLE: Occupant 


Many Regional Advertisers who mail to 965 Stewart Ave 
Ohio, Indiana, Kentucky, West Virginia and Columvus 6. Ohio 
Western Pennsylvania use our well-engi- ° 
neered Occupant Lists. 


MAY WE assist you in the planning of your next Occupant Mailing cam- 
paign, whether it be 


Blanket Regional Coverage Selected Cities 
Specific States Selected Economic Groups 
Specific Counties Dealer Mailings 


Selected Trading Areas for Store Locations 


OccuPANT MIAILING LIsTs 
OF AMERICA, INC. 


S. L. (Les) Cullman, Pres. i 


W. A. (Will) Storing, Treas. CA. 4-8893 
239 North 4th Street 
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